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P R K I A C E 
( 
Researching on consumer behaviour in respect to marketing strategy is never 
easy, let alone research in China. We undertook this task because we saw a need for 
research in China with a more integrative, strategic marketing approach to consumer 
behaviour. There are several objectives that we want to achieve in this project. 
Firstly, consumer behaviour research often is not well integrated into marketing 
strategy. Consumer behaviour usually stands alone as an area of applied psychology with 
little attention paid to using the information to develop marketing strategies. We want to 
analyse consumers from the perspective of marketing strategy. 
Secondly, we want to offer our own ideas on how marketing strategy could 
mould consumer behaviour by using a case study - Zhuhai department store. By using a 
case study approach, we would be able to test out the theory in a practical life example. 
Finally, research data on China consumer market is scarce, we hope that this 
research will shed some lights on this area. As we approach 1997, Hong Kong - China 
will enter an even closer relationship ever in the history of Hong Kong. Understanding the 
China consumer market will definitely benefits both parties. 
Overall, we believe we have attempted to explore the different methodologies 
of questionnaire survey, interviews, in-store observation and book research on the topic of 
consumer behaviour and strategic marketing. To the degree we have achieved these 
objectives, we think we have gained very valuable experience and knowledge in the whole 
research process. At the initial stage, the plan is to video tape the project but however due 
to the huge budget involved and the lack of sponsorship, the plan was finally given up. 
Some major dates of event could be found in Appendix I. 
v i i 
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preparation of this project. Third, we would like to thank the interviewees of the project 
for the time, effort and insights they offered. They include : 
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1.1 Characteristics of Modem Consumer Behaviour 
Following our definition of consumer behaviour, the basic consumer behaviour 
concept will be introduced as the seven keys. The first key is to understand consumer 
behaviour by recognizing the goals that motivate them. The second key recognizes that 
consumer behaviour includes many activities which are inter-related as a process. This 
decision process approach emphasizes how analysis of prepurchase, purchase activities and 
postpurchase activities can give us insights into why an individual makes a particular 
purchase. The fourth key stress how the timing and complexity of a decision process are 
important factors. The fifth key points out the importance that roles play in consumer 
behaviour. The sixth key stresses how consumer behaviour is influenced by external 
factors. Finally the seventh key recognizes that consumer behaviour differs for different 
people. 
1.2 Framework of the project 
The project aims at exploring the characteristics of consumer behaviour in 
China. The third chapter is to scan through the macroenvironment of China Consumer 
Market in the demographic and sociological aspect etc. The project is being further 
narrowed down to a mid sized city - Zhuhai, with open economic development in the 
Southern part of China. The fourth chapter will scan through the microenvironment of 




Questionnaire survey for 100 random sample of customers in Zhuhai 
department store has been collected to identity the characteristics of consumer behaviour 
according to the seven keys as listed by William L.Wilkie in his book "Consumer 
Behaviour". 
The findings will be mapped against those of the interview results of the 
general manager and department heads of Zhuhai Department Store in Chapter Five. 
These analysis will further be compared against the interview comments of some 
businessmen in Hong Kong who possess rich China retail experience. At the end, a 
general trend of consumer behaviour in a mid size city in China will be drawn base on the 
analysis. 
1.4 Moulding Consumer Behaviour 
Depending on the product life cycle and the market condition and by 
understanding the seven key characteristics of consumer behaviour, marketer could 
provide stimuli to create needs and wants of consumer and thus would be able to mould 
and influence consumer behaviour. We would attempt to evaluate the various means of 
strategy that Zhuhai Department Store had used to mould/influence consumer behaviour. 
Our final brief section of the project will provide a recommendation on how Zhuhai 
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Figure 1. Flow of the project 
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CHAPTER TI 
CONSUMER BEHAVIOUR AND MARKETING STRATEGY 
2.1 Definition of Consumer Behaviour 
Consumer behaviour is here defined as : 
The mental, emotional, and physical activities that people engage in when 
selecting, purchasing，using, and disposing of products and services so as to satisfy needs 
and desires� 
To further explore consumer behaviour, we would discuss the "seven keys" to 
consumer behaviour. 
2.2 The Basic Characteristics of Consumer Behaviour 
According to William L. Wilkie's theory in his book "Consumer Behaviour", 
consumer behaviour can be classified as having the seven characteristics 
Figure 2,1 Seven Keys to Consumer Behaviour 
Consumer behavior is motivated. 
^ 二 : . — — 
实 。 — ： ： . 
Key V Consumer behavior involves different roles. 
K”y vt Consumer behavior is influenced by externa! factors. 
Kf'v VII 丑 、 ; p Consumer behavior differs lor different people. 
1 "Consumer Behaviour" - William L. Wilkie. Third Edition P. 14 
1 
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Key 1 ： Motivation 
Consumer behaviour is motivated behaviour aimed at achieving particular goals. 
The behaviour itself is a means to an end, with the "end" being the satisfaction of needs 
and desires. 
Customer need has always formed the basis of sound marketing. Traditionally, 
needs have been classified according to Maslow's hierarchy of human needs� . From lowest 
to highest, Maslow's hierarchy identifies five levels of needs : physiological, safety, 
belongingness, self-esteem and self-actualization. Needs at each level of the hierarchy can 
be satisfied only after needs at the levels below it have been satisfied. A need unsatisfied 
becomes a source of frustration. When the fhistration is sufficiently intense, it motivates a 
relief action - the purchase of a product，for example. Usually, most behaviours have more 
than one goal, so that a mix of motivations is present. 
/ SELF- \ 
/ACTUALIZATION \ 




Figure 2.2 Maslow's hierarchy of human needs: 
If a marketer can identify the benefits consumers are seeking, he or she can design a 
product to deliver maximum appeal and satisfaction. Consumers' motivations are thus of 
central importance to marketers. 




Key 2 ； Consumer Behaviour Includes Many Activities 
Marketers must study the range of activities involved in consumer behaviour, 
their thoughts, feelings, plans, decisions and purchase and the experience that follows, 
since it provides marketers with a rich set of possible ways by which to reach, appeal to, 
and satisfy consumers. Thus an understanding of consumers activities provides a useful 
basis for developing marketing strategies. 
Thinking about products V丨训丨丨tT加 • Stori..g Ihe product g 
Vie-.ving ads Evaluating the alternatives V Preparuig the product g 
, -V g 
See丨"g displays Discussions w,.h salesperson ^ 山g。⑴^。。, ！ 
^ - . n g o t h e r s O e c , d , n g to buy ： 二 l y ！ 
.Which brand? 1 X j ^ ^ C o m p l a . n to sellers j 
Discussions with fnends/family • Which type， i | 
• From whom? | 
• Gaming information • How much to pay? R 
• Asking opinions • Etc. t d r ? 
.G_ga— ^ T t C ^ I 穩 Other I 
( 7 I Vr • Make payments I 
Deciding to buy \ ) / Arranging payment \ \ . Maintenance 
I - j i p ^ • Prepare for possible 
• What product' A L next purchase 
• Where? fl j & • Disootal 
• How? I Settling details i 
• When? ^ n A / I I i 
’ . . . 
Figure 2.3 Some of the many activities involved in consumer behaviour ^ 
Among all these activities, some are "deliberate consumer behaviours" while some 
are "incidental consumer behaviours". When consumer stroll through stores, they may 
have certain products in mind, but they will also encounter many other products for which 
they had not been looking, and they will often buy some of these. The deliberate/incidental 
distinction is an important one for marketers who are attempting to gain consumers' 
attention and interest. 
3."Consumer Behaviour" William Wilkie p i 6 third edition 
1 1 
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Key 3 ： Consumer Behaviour is a Process 
The definition of process referred to "selecting, purchasing，using, and disposing of 
products" 
Stage 1 Stage 2 Stage 3 ^ ’ 
Prepurchase 
activities , Purchasing 
activities ？" Post purchase 
activities 
The decision process approach helps to analyze why a certain purchase will be 
made by a certain individual. It also helps to clarify what activities are likely to precede a 
purchase and what effects that purchase might have on later actions of the same consumer. 
Key 4 : Consumer Behaviour Differs in Timing and Complexity 
Timing refers to when the decision take place and how long the entire process 
takes. Complexity refers to the number of activities involved in a decision and the 
difficulty of the decision itself. Timing and complexity will typically be correlated. 
Since complex consumer decisions require effort, there are incentives to find 
ways to simplify and speed up the decision process. Examples of these decision simplifiers 
are like aiming for a "satisfactory" decision rather than the best one possible, relying on 
other people's recommendations of what to buy or becoming "brand loyal" for products 
that we repurchase fairly often. 
1 1 
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The forces towards simplification can offer a given brand profit opportunities 
through brand loyalty. However, consumers' desires for the best overall set of benefits will 
offer competing brands opportunities through trial purchases and brand switching by those 
consumers who have already developed "brand loyalty" for a particular product. The 
competitors would therefore need to somehow capture the consumer's interest, and then 
stimulate a trial purchase. 
Key 5 : Consumer Behaviour Involves Different Roles 
Within the consumer behaviour process there are three significantly different 
functions with which a consumer role is associated with it. 




A consumer can play different combinations of these roles on any given 
occasion. Usually more than one person may be involved in one or more of the roles, and 
therefore the consumer decision process is affected. 
Consumer roles arise because of social interactions. These roles tend to change 
over a consumer's lifetime. Young children do not purchase often. Single person, without 
the role of child, spouse, or parent to perform, can be individualistic in their buying 
decisions. If and when marriage brings spouse and parental roles, these same person will 
become heavily involved in purchasing for family members and in being influenced by their 
needs and wants. 
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Marketers must be able to identify which types of people play which roles for 
particular purchase. This requires detailed understanding of the workings of social 
roles, household decision-making patterns, the operation of "buying centers" in 
organizational purchases etc. 
Key 6 : Consumer Bahaviour is Influenced by External Factors 
Consumer's decision process very often will be affected by outside forces. 
Consumer behaviour is adaptive in nature : Consumers adapt to situations that surround 
them. 
The major types of external factors includes culture, subculture, social class, 
family, reference groups and friends, external conditions, marketing environment and 
situational effects. 
Our competitive system is based on different marketers recommending different 
brands. The net result is that a consumer must develop ways to deal with different sources 
of influence. Marketers, in turn, must take these consumer adaptations into account in 
developing successful marketing strategies. 
Key 7 : Consumer Behaviour Differs for Different People 
People engage in different behaviours because individual differences exist. 
Instead of summarizing consumer behaviour, we need to develop 'types' of consumers by 
predicting who will respond favourably to a certain program and how many of such 




A common pitfall is unspecified focus when a common term is used. Marketers 
should not only focus on the individual consumer level but also analyse market segments 
and market sales statistics as well. 
Single-minded explanation refers to another pitfall that warns against the 
temptation to assure that a single factor alone will cause a consumer behaviour. 
Marketer when preparing the marketing strategy should therefore be more 
flexible in thinking, be more open-minded with clear focus. 
2.3 The Institutional Consumer Behaviour 
The Institutional consumer behaviour refer to buyer behaviour - purchasing 
done by organizations rather than by individual consumers. In most cases, in actual dollars, 
organizational buyers spend substantially more money than the individual consumers. In 
China's socialist economy, there is a significant difference between institutional and 
individual consumer behaviour. 
Similarities to Individual Consumer Buying 
Institutional and individual consumers use the same basic decision processes. 
Organizations also have needs, their purchase processes involve searching for information 
about alternative products. It appears that the models marketers use for understanding 
individual consumer behaviour are also useful for institutional buyer behaviour. Besides, 
the purchase by either the consumer household or the insitution can be made by one 




Differences from Individual Consumer Buying 
One major difference between an individual consumer purchase and an 
institutional purchase is that the institutional buyer is usually not the end user of the 
product. Thus the role of the institutional buyer is different from that of the individual 
consumer. The quantities involved in institutional purchases can be enormous and the 





3.1 The Importance of China Market 
Today, nobody would challenge the view that, at least for the next three or four 
decades, the Asia Pacific Region is likely to remain the engine of growth for the world 
economy. China - one of the biggest market in Asia Pacific, has recently become "the 
market of the future" in the Pacific Rim (Appendix 2). Very often China is being 
positioned as a key country in the golden triangle. The small golden triangle is formed by 
China, Hong Kong and Taiwan. The medium golden triangle is formed by China, Japan 
and S.E. Asia. While Japan, U.S. and China are regarded as the big golden triangle. 
With 1.2 billion of population and with gross national product of $470 per 
capita, China is one of the fastest growing country in Asia. (Table 1). The growth rate is 
11.8% while the inflation rate is 22.4%. According to the Nomura Research Institute 
(HK), the general retail price index is estimated as 13.9%. Major imports include 
machinery and electronics, steel, aircraft, automobiles and textile machinery. China itself is 
the second largest consumer market in Asia after Japan (Appendix 2). 
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3.2 The Sociological Aspect of China Market 
China's population has increasingly been urbanised. In 1992 more than 30 
cities in China have urban population over 1 million (Table 1). National urban/rural 
population ratio currently at 26:74 is expected to rise to 36:64 by year 2000. The tastes of 
urban dwellers are becoming more sophisticated as many western branded products started 
to be in China market. 
40% of China's population live in coastal provinces while retail sales account 
for 53% of the countries' total. Market potential in interior provinces is also enormous 
especially in densely populated provinces like Sichuan (population : 110 million) and 
Hubei (population : 55.8 million). 
Chinese consumers, mostly found in coastal provinces and cities, are swelling 
ranks of private entrepreneurs. As of 1993，there were 140,000 private enterprises in 
China and 15.4 million individually - run business, employing a total of 30 million people. 
Private business account for 20% of country's wholesale and retail sales ( T a b l e 2 ) . The 
monthly income of many private entrepreneurs exceed well over RMB 10,000. China has 
more than a million millionaires in RMB who are customers of good quality and well 
designed consumer goods. 
3.3 The Economic Aspect of China Consumer Market 
Recent economic developments are indeed extraordinary. In the urban 
locations where much of the country's growth is centered, for example in Shanghai and 
Guangzhou, consumer demand for a wide range of big-ticket items shows the continuing 
effects of soaring purchasing power. For more and more Chinese consumers, the issue is 
no longer whether they are able to afford，say, a $2 bottle of branded shampoo. They have 
already established themselves as purchasers of goods that require substantial savings and 
discretionary income (Table 2). 
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‘ T A B L E 2 
CHINA'S POPULATION AND RETAIL SALES OF CONSUMER GOODS IN 丨993’ 
BY REGION 
Population Consumer Goods Sales (RMB Billion) 
R«=gion at End-92 ^ Chinee 
(Million)- 1993 1992 93 /92� R ^ ^ S 
Total 1,171.7 1,223.7 970.5 + 2 6 
Guangdong 65.3 131.4 98.4 +34 1 
Jiiingsu 69.1 93.5 70.5 +33 2 
Shandong 86.1 84.2 65.3 +29 3 
Sichuan 110.0 71.8 63.0 +14 4 
Zliejiang 42.4 67.4 49.4 +37 5 
Liaoning 40.2 67.2 54.1 +24 6 
Shanghai 13.5 62.2 46.5 ^ 3 4 7 
Beijing 11.0 53.2 40. S +30 8 
Hubei 55.3 50.1 41.2 二 9 
Kenan S3.6 49.7 41.5 -r20 10 
Kefaei 62.3 43.4 >IG.5 -10 11 
Hunan 62.7 47.6 39.3 - 2 1 12 
Keilongjiang 36.1 45.2 40.3 - 12 13 
Fujian 31.2 38.3 28.9 二 33 U 
Anhui 53.3 33.6 23.5 —13 15 
碗 25.3 32.6 26.1 - 2 5 16 
Guangxi 43.S 30.0 24.4 - 2 3 17 
Yunnan 38.3 24.6 20.5 +20 13 
Saa iu i 29.3 24.4 21.3 +15 19 
39.1 24.4 19.3 +23 20 
Saaanxi 34.1 24.3 20.3 +16 21 
Tianjin 9.2 21.7 18.1 +20 22 
Inner Mongolia 22.1 19.4 16,9 - 1 5 23 
^ ^ j i a n g 15.3 16.6 13.3 +20 
23.1 14.5 12.8 +13 25 
quizfaou 33.6 11.8 10.7 - 1 1 26 
Hainan 6.9 6,7 5.5 -21 27 
Q^Sfaai 4.6 3.9 3.5 +11 23 
⑷ 叩 i a 4.9 3.3 3.2 +17 29 
丁 •山 et 2.3 a.a. 1.5 n.a. 30 
Note: * There is a discrepancy of 6 million berA/een the national figurs and the sum of regional 
estimates, mainly because the latter does not include chose who serve in the military. 
n.a. Not available 
Source: Chinese Stanmcat Yearbook 1993. and Scaruticai Surrey of China 1994 
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‘ T A B L E 2 
OWNERSHIP OF SELECTED CONSUMER DLTRABLES IN CHINA 
Product 1985 1990 1992 
1. Overall Ownership (Million Sets) 
Washing machine 30.3 96.3 117.1 
Refrigerator 4.1 30.0 39.4 
Television receiver 69.7 185.5 228,4 
Tape recorder 36.6 118.8 143.1 
Camera 11.9 22.8 26.6 
2. Ownership Rate Per 100 Residents 
Washing machine 2.9. 8.4 10.0 
Refrigerator 0.4 2.6 3.4 
Tdevision receiver 6.6 16.2 19.5 
Tape recorder 3.5 10.4 12.2 
Camera 1.1 2.0 2.3 
_ I 1985 I 1990 I 1993 
3. Ownership Rate Per 100 Urban Households 
Furniture set - 19.3 3- . 1 
Sofa bed 5.5 16.5 23.^ 
Nrocorcycle 1.0^ 1.9^ 3.5 
Bicycle 152.3 190.5 197.2 
Sewing machine 70.8 70.1 66.6 
Washing machine 43.3 78.4. 86.4 
Refrigerator 6.6 4.2.3 56.7 
Colour TV 17.2 59.0 79.5 
Black-and-white TV 66.9 52.4 35.9 
Video cassette recorder - - 12.2 
Hi-fi system - - 5.7 
Cassette recorder 41.2 69.8 75.5 
Camera. 8.5 19.2 26.5 
•“Electric stove 19.0 46.2 66.7 
Water heater - - 17.7 
Kitchen ventilator - - 20.1 
Vacuum cleaner - - 7.5 
Air conditioner 0.08 0.34. 2.3 
‘ F i g u r e s not available 
Source': Scarisncal Suney of China 1994 
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Retail sales for consumer goods has grown significantly in the past three years - 18% 
in 1992 and 26% in 1993. In 1993，total retail sales of consumer goods reached RMB 
1,223.7 billion (US$215 billion), 58.6% were sold in cities. Retail sales in urban areas 
grow by 31% as compared with 21% in rural areas. 
The four large retail markets are Beijing, Shanghai, Tianjin and Guangzhou. 
Retail sales for consumer goods are p 





The import rate of China grow at an annual rate of 16% during 1978-93. In 
1993 imports reached US$104 billion - ranked the world's 11th largest market. Sales 
growth in 1993 for the following items are as follows : 
Refrigerators 23.9% 
Washing machines 22.1 % 
Colour TV 17.4% 
Garments 16% 
Audio recorders 8.9% 
Cameras 6.5% 
Video recorders 6% 
The previous China's consumer market are restricted, no foreign companies are 
allowed to establish direct retail outlet in China. Imported goods through foreign trade 
companies are subjected to high tariff rates and licensing requirements. 
In 1992, there was an ease of restrictions whereby foreign manufacturing joint 
venture are allowed 30% of the manufactured goods to be sold locally. The regulations 
permitted foreign investment in retail sector on an experimental basis. Import duties for 
most consumer goods reduced to below 90%. The new policy allow the introduction of 
"know how" in the retail distribution and management on a gradual and limited basis. 
Changes in the retail distribution model occurred as a result of the opening up 
of consumer market in 1992. Before 1992, the retail distribution system is 
17 
centralized and controlled by the state. The circulation of consumer goods are restricted, 
price and sales volume are regulated through Ministry of Commerce. Since 1992，foreign 
investment are welcomed to the retail market on an experimental basis (Appendix 3). As a 
result，there are collective ownership, individual and private ownership, joint ownership as 
well as state ownership. 
Large department stores always play an important role in China's retail system. 
By far the retail market is dominated by state owned stores with network of associations, 
exchanging market information and purchasing collectively. The number of department 
stores under other form of ownership is expected to increase. 
At present, fourteen Sino-foreign joint venture department store projects have 
been approved, eg. Yaohan and Shanghai No. 1 department store joint ventured in Pudong 
New Area (Appendix 4). 
The future consumer market is very promising as it is marketed by the presence 
of one fifth of the world's population, with growth rate of 1.3% per annum. The 
population of China is expected to reach 1.3 billion by the year 2,000. The potential 
growth of the China consumer market is enormous. 
3.4 Recent Political Development 
Over the past few years, Chinese government officials at all levels have clearly 
signaled their intention of leading the country towards a market-oriented economy far 
more open than before to the rest of the world. (Appendix 3) 
Recent key reforms : 
1992 - services sector and inland provinces opened to foreigners. 
-14 th Party Congress adopts goal of "socialist market economy", commits to 
restructure government ministries. 
18 
-US/China memorandum of understanding : 
China to dismantle 75% of import restrictions and reduce tariffs by 15% 
across the board. 
-Recognition of Beme Convention on literacy works; acceptance of Universal 
Copyright Convention. 
1993 - 8th National People's Congress sets rules for separating worker salaries 
from benefits, creating job mobility & commercializing insurance and 
housing sectors. Companies are being encouraged to buy these benefits 
from competing service providers in the open market. 
- Z h i Rongji's 16-point Austerity plan slows speculative boom and redirects 
investment capital. 
-Announcement of major initiative to cut support to failing state - owned 
enterprises; launch of tax overhaul. 
-Commitment to merge two-tier currency system as a further step toward 
freely convertible RMB. 
Perhaps most importantly, almost all regions within China are now open to 
business with the outside world. The initial establishment during 1979 to 1984 of a few 
special economic zones in southern coastal areas was followed during 1984 to 1992 by the 
creation of development zones along the entire eastern seaboard. Since 1992，leading 
cities in every province, including those far inland, have been opened up in a similar 
manner. And this - combined with a projected growth rate in GDP during the next few 
years of 8.5 percent (as compared with 5.6 percent for the rest of Asia-Pacific, 2.4 percent 
for North America, and 1.9 percent for Western Europe) - creates a huge consumer 




4.1 Zhuhai City 
Geographical Condition - located in the southern part of Guangdong province, 
Zhuhai is only 36 miles away from Hong Kong (Figure 4.1). Situated in the Pearl River 
Delta, it is regarded as an important city in communication and transportation between 
China and other international cities. Because of its beautiful natural scenery, it is 
considered as a tourist city. Zhuhai enjoy good weather with an average temperature of 
22-4�C，the maximum being 38�C while the lowest is 26�C. The city is very moisty and 
humid as it is situated in the rainy area. 
Economic Condition - Opened in 1980 as a special economic zone, Zhuhai city 
was one of the few cities that enjoyed great flexibility in economic policy. Therefore, it had 
been a great attraction to foreign investment (Appendix 3). 1993 saw the big advancement 
in Zhuhai's economic development. Major developments include the building of the 
largest power plant (Appendix 5) and the bridge that link up Zhuhai and Hong Kong 
(Appendix 6). Total GNP IN 1993 is 8.27 billion (Table 3), a 27.7% increase than 1992 . 
Retail value in 1993 is 5.2 billion, a 34% increase than 92 (Table 4). Percentage of 
residence owning telephone is 35 sets per 100 people. With a population of 57.5 thousand 
of people, Zhuhai City itself is a huge consumer market. ( Table 5) 
Zhuhai City plays a key role in the Pearl River Delta. The Pearl River Delta has itself 
been promoted by the Government as a centre of synergy for modernization. (Appendix 
7&8) 
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Figure 4.1 MAP OF ZHUHAI SPECIAL ECONOMIC ZONE 
珠海經濟特區示意圖 
—刀^^^ — • — -I •- -’- •• — ^ ^ --•- •‘ •‘ ^^^^ “ I “ •"“ 
‘ 'T K/l./KM' \ f 
\ .... V � � ^ ^ ^ 麵門 
\ \ 0 
\ / 开發 S f ^ 橫 丨 
三丈^岛 m.^i ^ ^ 人 - 洲 U 
/ 丨 ^ / ~ < 3 ‘ 大如洲 
S 特區範圍線 
Y 力 
/ ( 一 
Source : Zhuhai Yearbook 1994 
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TABLE 3 
GNP AND INCOME OF ZHUHAI CITY 









1987 1988 1989 1990 1991 1992 1993 
Income (Ten thousand do!1ars) 
财政收支（万元） 
财 21723 1987 挪 ^ 
政 _ _ ——1—, 政 
收 1988 <1352 支 
入 湘11 1989 sra 出 
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TABLE 4 
• RETAIL VALUE AND FOOD PRODUCTION VOLUME 
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Source : Zhuhai Yearbook 1994 
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TABLES 
POLPULATION OF ZHUHAI CITY 
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Source : Zhuhai Yearbook 1994 
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4.2 Zhuhai Department Store 
With annual sales of 1.13 billion and billion sales in wholesale. Zhuhai department 
store is ranked as the ninth corporation with the most earning in the whole country 
(Appendix 9). 
Mission of Zhuhai Department Store 
As described by the General Manager of the store，the store promote the spirit 
of independence, self-initiative and superior customer service as their enterprise spirit. 
Marketing Approach 
Zhuhai Department Store adopts a societal marketing concept - "The 
organization's task is to determine the needs, wants and interests of target markets and to 
deliver the desired satisfactions more effectively and efficiently than competitors in a way 
that preserves or enhances the consumers and the society's well being. (Appendix 10) 
Target market - Zhuhai positioned itself as a mid range store, targeting 
customers at the middle social level. 
Product strategy and pricing strategy _ a good mixture of local made product 
sand imported products. Customer prefer to buy from the store even though the price is 
slightly higher than other stores. Their after sales service guarantee customer satisfaction. 
Distribution strategy - Apart from retails, the store also handle wholesale as 
well. 
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Promotion strategy - It relies heavily on advertising and publicity on TV, newspaper 
and radio broadcast. Zhuhai Department Store publishes its own newspaper for 
promotion (Appendix 11). Other promotion activities include sponsoring car race and 
fashion contest etc. 
The following is a SWOT (strength, weakness, opportunity, threat) analysis of 
Zhuhai Department Store: 
Strength of Zhuhai Department Store 
It is a test unit for modernized corporate system of China's economic 
development city, it then obtains support from the government and enjoys very flexible 
'policy' at the same time. 
Government Support - retailing used to be state-owned but under the 
modernized system the department store now becomes a competitive advantage compared 
with others. 
Store Size - Zhuhai Department store is the biggest department store in the city. 
It is able to provide very comprehensive product range for customer's selection and also an 
entertainment centre for shopping or just spending time at leisure. 
Location - The store is well located in the city. It is a centre for tourists and 
visitors from other provinces as well. 
Media - Zhuhai Department Store has a very close relationship with the Zhuhai 
radio and TV station. It even enjoys a special broadcast time from the station. The access 
to these popular media becomes a competitive advantage in their promotion strategy. 
Diversification and pricing Strategy - Diversification is another key to the 
store's competitive advantage. It does not onJy handle retailing，it is the wholesaling 
business that enable the store to control pricing strategy more effectively. Other retail 
store usually use the price point of the store as a references. 
Product strategy - It aims at providing a wide range of products and because of 
广 its modernization and other competitive advantages, it is able to attract imported goods. 
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Organization - The management team of the group is well organized to support 
t-
each other (Appendix 13). Both the reporting channel and the responsible area is very 
clear. The General Manager of the group. Miss M R Chang is a very outstanding 
entrepreneur. She was awarded one of the best women entrepreneur in Guangdong 
province in 1994. (Appendix 14). 
An Analysis of its Weaknesses 
Government Influence - It is still under a lot of influence on policies and 
management style etc. which somehow restricts its modernization process. 
Size of the store - Since the store is big, overhead cost is very significant. 
Besides it will be less responsive to market development as it is relatively inflexible when 
compared with other smaller stores. 
Possible Threats of the Store 
Keen competition - it faces competition from other stores like Duty Free store 
and other specialty stores. 
Inflation - Inflation in last year was 21%. High inflation affects the consumer 
purchasing power and is difficult for the store to control cost (Appendix 15-17). 
Foreign influence - Due to the proximity to Hong Kong and Macau, consumer 
behaviour is strongly influenced by them. It creates difficulties for the store to carry out 
its mission and value as it contrasts some of those in Hong Kong. 
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Opportunities for the Store 
GNP in Zhuhai city was on a rise in the last few years, providing more 
consumers with high disposable income (Table 3). 
Located in the coastal area, Zhuhai has been able to attract joint venture 
partners eg. Park'n shop etc. It provides the store with valuable learning experience on the 
management area. 
Customers in the store are very "westernized" in their taste and mind set as it is 
close to Hong Kong. This allows the store to try out new things. 
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CHAPTER V 
TRENDS OF CONSUMER BEHAVIOUR IN ZHUHAI CITY 
5.1 Market Survey of Consumer Behaviour in Zhuhai City 
-Questionnaire Survey 
Methodology 
A market survey was conducted in Zhuhai to research on the pattern of consumer 
behaviour, a hot topic but with scarce data in China today. 
A questionnaire was designed specifically for the market survey (Appendix 18). The 
questionnaire was divided into two parts. Part I was for statistical data of the interviewees 
such as age, education level, sex, employment, monthly salary, telephone ownership and 
accommodation. Part II had 15 questions aimed to find out the consumer behaviour for 
pre-purchase, during purchase and post-purchase process. 
Due to limited time and manpower available, the survey of consumers was carried 
out in collaboration with Zhuhai Department Store. With the endorsement of the General 
Manager of Zhuhai Department Store, four departments were selected namely Domestic 
Electrical Appliance Department, Watches & Jewellery Department, Cosmetics & 
Household Products Department, and Fashion Department. Department heads were 
approached with brief introduction of the aim of the market survey. The following 
numbers of questionnaire were distributed through the managers to selected sales counters 
in the store. 
Department: Domestic Electrical Appliance 60 copies 
Watches & Jewellery 40 copies 
Cosmetics & Household Product 60 copies 
Fashion 40 copies 
(20 for men's department and 20 for lady's department). 
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Salespersons were responsible to approach interviewees to fill out the questionnaire 
who should be customers of the store. Since Chinese customers were not used to market 
survey, the salespersons were responsible to assist them. Interviewees that had completed 
the questionnaire were given a gift as souvenir. The sales person were also presented with 
small gifts to ensure enough incentive and proper procedure were followed. 
200 questionnaire were distribution and 100 questionnaire were returned, which 
represent 50% of the response rate. All the data were analysed by using SPSS software. 
The consolidated results of questionnaires could be found in (Appendix 19). Subsequently, 
the consolidated results were analyzed and observations were being drawn from these data 
from these data (Appendix 19). 
Analysis of Questionnaire Survey Results 
In this survey, we can see that most of the interviewees are female (71%), in the age 
range of 20-49 (96%) and work for government operated units (82%). Most oif them earn 
less than 2,000 RMB (95%) each month. This 2,000 RMB monthly income should be 
seen as take-home pay only since other fringe benefits are not included. Most of them do 
not own or rent their accommodation but live in hostel or with their parents, which implies 
that they have less financial burden on housing. 
Their most usual shopping places are Government department stores and ordinary 
shops though retail specialty stores are becoming more popular in recent years especially 
for male consumers. 
Air conditioner and Hi-Fi have replaced television and refrigerations as the most 
desired appliance recently. Fashion clothes are also hot items on their shopping lists. 
The interviewees answered comments from relatives and friends on the product as 
the most important factor for both pre-purchase (37%) and during purchase (51%). In 
contrast, places of origin of the product is the least important factor for both pre-purchase 
and during purchase. 
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The interviewees are concerned with the confidence in the brand name for pre-
I 
purchase (25%). They would compare with other brand name during purchase (31%). 
What it might imply is the quality of the product which is considered as the determining 
factor for a product's success (67%). 
Brand loyalty are not matured. Brand switching tends to happen every 3-6 months 
for household products(75%). However we suspect that this might partly due to the 
quality of the product since a significant percentage (29%) of interviewees answered that 
they will not complain but simply change to other brand when the purchased product is 
unsatisfactory. 
However, most interviewees are likely to have impulsive buying behaviour and have 
experienced purchase simply because of attraction by window display (51%). This is 
obvious especially for fashion and cosmetics. Advertisement and promotion play an 
important role for fashion. Packaging of the product, which is the second most important 
factor during purchase (27%), also reinforce the impulsive buying behaviour. 
Interviewees with higher education level (college/university and above) tend to have more 
independent decision; yet they still have impulsive buying behaviour. Since they can afford 
to spend more, popularity of the brand name has more influence on them. 
Interviewees who own or rent their accommodation are more price conscious and 
are influenced by product on sale or their price. 
Male interviewees are more conscious of popularity of the brand name both for pre-
purchase and during purchase. They tend to shop more at specialty store. However, when 
they find the purchased product unsatisfactory, they would simply tell others not to buy 
the product. Word of mouth is hence important in men's circle. 
82% of interviewees use cash payment during purchase. There is growing 
significance of credit card (10%) especially for income group above 2,000 RMB 
Installment payment method is not common simply because the system does not exist at 
present. 
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Most of the interviewees (91%) prefer face-to-face purchase. Direct sales (9%) 
( 
might have high potential in the market, followed by phone order (6%). Mail order is not 
accepted at present. 
It is obvious that imported products are considered to have better quality (86%) 
especially for jewellery, cosmetics and probably high end fashion from western countries 
(31%). It is interesting to note that Hong Kong products have the same rating (31 %) 
which might be due to trendy fashion made from Hong Kong. It is important to note that 
the quality of Mainland China products are improving and gain equal reputation as other 
Asian countries. 
85% of interviewees believe advertisement are related to product knowledge, quality 
or choice. Only 4% of interviewees think advertisement will increase the price of the 
product. Interviewees with higher education level and income rely advertisement to give 
them information on product quality. 
80% of interviewees consider TV commercials, display booth and promotion by 
celebrity the best method to introduce a new product. However, specific method might be 
effective for specific product i.e. TV commercials for fashion and jewellery; display booth 
for electrical appliances and cosmetics. Promotion by celebrity is only effective for fashion. 
External Influences on Consumer Behaviour 
The analysis investigates how different external factors influence the consumer 
behaviour on different age groups. Figure 5.1 shows the four major external influences on 
retail market - social recommendations, advertisement, brand name and salesperson, and 
their degree of influence on three major age groups - 20-29, 30-39 and 40-49. 
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Figure 5.1 External Influences on Different Age Groups 
Social recommendations have strong impact on age group of 20-29 and 30-39 while 
for age group of 40-49, it is rather insignificant Surprisingly, age group of 40-49 is more 
responsive to advertisement while on the contrary, the young age group of 20-29 is least 
influenced by advertisement. 
It is important to note that all three age groups are almost equally and moderately 
influenced by brand name. Salesperson would have influence more on age group of 30-39 
and 40-49, while effect on 30-39 age group is only moderate. On the whole, the age group 
of 30-39 tends not to be distinctively influenced by one single factor. 
Product Preference of Consumers 
From Figure 5.2, it is clear that age groups have great variance as a choice of 
product desired. This would be best explained by the different income level of different age 
group, and also relate to the ownership of accommodation by the older age group. On the 
contrary, younger age group prefers more of electrical appliances than other products. 
Obviously, electrical appliances is on high demand by all age groups. All age groups also 
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show more or less equal preference for clothing which is the most common daily 
t 
commodities that people would pursue. 
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Figure 5:2 Types of Product Desired 
Pre-purchase Consumer Behaviour 
The four major considerations for pre-purchase decision making process are display 
attraction, advertisement attraction, product on sale and friends influence. There is a high 
percentage on all three groups that they are influenced by display attraction especially for 
the young age group of 20-29. The remaining three factors are of relative importance to 
the three age groups. 
It is worth pointing out that age group of 30-39 has little influence by advertisement 
attraction but greater influence by product on sale. On the other hand, friends influence has 











^ 0.4 • � � � 
‘ 0.3 40-49 一^^^^^ 30-39 
： ： ： I : 
0 J 
Display attraction Adv. Attraction Product on sale Friends influence 
Figure 5.3 Pre-purchase Consumer Behaviour 
During Purchase Consumer Behaviour 
Five factors are considered as the determining factors for during purchase decision 
making process. Figure 5.4 shows a very interesting result. For age group of 40-49, 
packaging has insignificant effect while brand popularity is highly concerned. For age 
group of 30-39, packaging is more important while brand popularity is less concerned. For 
age group of 20-29, packaging and brand comparison are considered important factors in 
during purchase process. All three age groups show little concern about the place of origin. 
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Figure 5.4 Purchase Process - Determining Factors 
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Post Purchase Consumer Behaviour 
Post purchase consumer behaviour relate to how consumers handle unsatisfactory 
products. All three age groups would either tell others about the case or demand for 
change from the store. Hence words of mouth is very important for the present retail 
market. For age group of 20-29, they will either demand for change or simply take no 
action. They would seldom complain. The middle age group of 30-39 is more likely to 
make complain than other groups. Figure 5.5 illustrates the results of such findings. 
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Figure 5.5 Post Purchase Consumer Behaviour 
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Interviews of Zhuhai Department Store -
General Manager, Deparment Heads & Salespersons 
The objective of interviews is to obtain different perspectives on consumer behaviour 
from the marketers. Since whether consumer behaviour can mould the market or vice 
versa is a topic of research，it is important to obtain opinions from the marketers in order 
to verify or compare the findings with that of the consumers. 
Methodology 
Three groups of marketers from Zhuhai Department Store are selected - General 
manager, Department Heads and salespersons, which represent the complete hierarchy of 
the organization. 
The four department heads from Domestic Electrical Appliance Department, 
Watches & Jewellery Department, Cosmetics & Household Product Department and 
Fashion Department are interviewed. These four departments are which questionnaire of 
market survey are distributed. Also ten salespersons are interviewed for the same four 
departments. 
Three sets of questions are designed for these three groups of marketers. Basically 
they are similar but with minor adjustment to get the most appropriate and relevant 
information from their job role. Questions relate to pre-purchase, during purchase and 
post-purchase decision making criteria. By doing so, a more comprehensive result of the 
interviews can be obtained. Consolidated results of the interviews with the questions 
asked can be found in (Appendix 20-27). 
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Analysis of Interview Results 
I ' 
Most of the Zhuhai consumers favour Zhuhai Department Store for shopping since it 
is a guarantee of quality especially for high end products like electrical appliance. 
Consumers consider brand name products to be associated with imported goods, higher 
price and better quality. 
Zhuhai Department Store has a very promising sales growth in 1994. Sales are 
divided between retail and wholesale. 
Middle end products are the most favourite items at present. Advertising is 
important for building up the brand name and is most effective for middle end products. 
Men usually pay more attention to brand name than women. Brand name usually results in 
better sales volume. Packaging is equally important for the middle end products. 
However, high end products are believed to be less influenced by advertising. 
Mass media like TV and press play an important role for promotion strategy in 
Zhuhai . The effectiveness of discount or product on sale seem to depend on the type of 
products. Salesperson who can provide more personal service is considered a major factor 
for influencing the consumers. 
Majority of payment is still by cash. Payment by instalment or credit card is not 
common because of lack of well established system. 
After sales service is emphasized in Zhuhai Department Store which includes 
product guarantee and repair service. Customer satisfaction is a motto of the corporation 
and it is the Company concentration on training to provide quality services for customers. 
The future trend will depend on the marcoenvironment of China's economic 
development. The future of the retail market is viewed as tough or not very optimistic 
with escalating cost, inflation and competition. All believe that the future of the market 
belong to the locally manufactured products. 
It is interesting to note the consistency and uniqueness of the answers provided by 
the interviewees. The corporate culture seems to be very successful and effective for 
Zhuhai Department Store. 
3« 
1' 
5.3 Zhuhai Department Store In Store Observation 
Large banners of advertisement for introduction of new product e.g. royal jelly and 
new service e.g. Park'n Shop are at the entrance for eye catching and easy recognition. 
(Photo 1) 
Central atrium court which is usually used as a coffee lounge is turned into a 
promotion platform. Banners, promotion pamphlets, multi-screen video, lucky draw etc. 
are used for the sales promotion for Mudanka Credit Card (Appendix 23). Since the 
central atrium is the most visible spot for the heavy consumer's traffic from all floors, the 
promotion has high exposure. (Photo 2,3) 
Advertisement for both exterior and interior stress brand popularity of the products, 
e.g. Locally made brand - Chef is promoted as one of the top 10 brand names of shirts in 
China.(中國十大名牌襯衫卓夫牌).(Photo 4,5,6) 
Special counter is set up for new product demonstration e.g. Philips lighting. (Photo 
7) 
Services provided within the Store include shoe repair and locksmith. (Photo 8) 
Not too many types of merchandise display are found except simple open display. 
(Photo 9) 
Brand names are promoted both in Chinese and English. (Photo 10) 
Sales persons are in uniform with some wearing banners for sales promotions. 
(Photo 11) 
Not too many window dressing and with unattractive design. 
Most cosmetics sales counters are standardized except very famous imported brand 
name such as Revlon & Dior. (Photo 12) 
No specific technique of display. Too many merchandise are displayed on the 
shelves，unless the store wants to create the impression that it has almost everything the 
shopper may want and that the products are at low prices. 
1 < 
Mobiles and stickers are found for new product promotion and greeting wishes for 
I -
Chinese New Year. (Photo 13,14) 
Place of origin are stressed in advertisement e.g. fashion accessories from Hong 
Kong, Italy and Taiwan. (Photo 15) 
Merchandise are displayed with origin and quality rating. (Photo 16) 
Large signage / billboard for Park'n shop. (Photo 17,18) 
Sterilizers are one of the most favourite electrical appliances in Zhuhai recently. (Photo 19) 
Food facilities include coffee lounge at central atrium court & pizza restaurant etc. 
(Photo 20) 
Live broadcast station of Zhuhai Commercial Radio was located in the store for 
promotion of products. (Photo 21) 
Other facilities include video game centre and even display of peacock in cage. 
(Photo 22, 23) 
Sign showing manager on duty for easy communication and control. (Photo 24) 
Notice boards showing activities and statistics are displayed to reinforce the 
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INTERVIEW WITH EXPERTISE OF HONG KONG COMMERCIAL & 
ACADEMIC FIELDS 
After the market survey and interviews were conducted in Zhuhai Department Store 
Store, the objective of interviews with expertise in Hong Kong commercial and academic 
fields is to obtain comparing viewpoints on consumer behaviour. While Hong Kong has 
played a major role in introducing imported goods and brand name products to China's 
retail market, and that Hong Kong mass media have to a great extent influenced the trend 
of the consumer behaviour in China, it will be important to verify our findings from China. 
6.1 Methodology 
Three different groups of interviewees are selected, one from the retail business, one 
from the exporter field and the last from academic field. Due to the busy schedule of the 
interviewees who travel frequently in China, only three interviews are conducted in the 
end. Luckily each interviewee comes from one group and thus presents a balanced opinion 
in our research. 
Questions are designed in a similar manner as the ones for China. Particular 
emphasis is put on how they think marketer can do more to affect the consumer behaviour 
in China. Also their forecast of the next three years' trend of consumer behaviour in China 
in certain way indicate their confidence on the China retail market and their strategies in 
response to such trend. 
Since only three interviews are conducted in Hong Kong, the interviewee's opinion 
can only represent their personal viewpoints or the Company / institution's belief. They 
can in no way represent the entire market. Consolidated results of the interviews with the 
questions asked can be found in (Appendix 24). 
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6.2 Analysis of Interview Results 
The Hong Kong interviewees express a much wider perspective in pointing out that 
consumer behaviour vary a lot in different mid-sized cities in China according to 
geographic and demographic situations. They all believe that the proxmity of Hong Kong 
has great influence on consumer behaviour of Zhuhai. In fact, Zhuhai rely much on Hong 
Kong media for obtaining information of trend and style. 
The interviewees think Zhuhai has high preference for brand name products which 
can be created through advertising and sales promotion. TV is considered as the best 
means. However Siemens have explicitly expressed their limitation of budget for such as a 
large market. Siemens seem to prefer a rather more cautions and conservative in 
approaching the China market. This might be due to the high risk unavoidance of the 
German business system. 
Siemens has long term planning for China market by entering into joint venture with 
local manufacturer to initiate local production of limited products like washing machine. 
Seimens believe the consumer behaviour can not be changed within a short period of time. 
On the other hand, Mr. Sidney Lee of China Arts & Crafts (HK) Ltd. thinks that by 
staying close to the China retail market and to grow with it is the best that can be done at 
present moment. It will take a much longer time for China retail market to mature. 
Professor Mun instead believes in sales promotion as a push strategy in affecting the mass 
market. 
When asked about the trend of China consumer behaviour in the next three years. 
Siemens, which has long term vision for China market and does not look for short term 
return, is optimistic about the future in terms of market share. On the contrary, both Mr. 
Lee and Professor Mun are less optimistic about the market in terms of timing and 
problems faced. Inflation problem of the macroenvironment is one of the major hurdles 
for the development of China retail market. Locally manufactured products targeted at 







Zhuhai department store has positioned itself in the mid range position. However, if 
it wants to further develop its market, more detail segmentation to differentiate the 
institutional consumer and individual consumer is required. 
In the communist country like China, the purchasing power of institution well exceed 
that of individual. The existing government policy do not have a tight control mechanism 
on spending, therefore, in contrast to individual consumer, institutional consumer focus 
more on quality than price. This market segmentation would led to different marketing 
strategy for these two groups of people. 
Market Penetration 
By having marketing segmentation Zhuhai department store could work on the 
market penetration for these two market segments : 
For institutional consumer - promote the high quality / good image product to them 
e.g. luxury product, imported product. Also packing for these type of product is also 
important. 
For individual consumer - target them for the "value for money" mid range product. 
Market penetration seek to expand the market by gaining greater dominance in markets it 
already serves (i.e. reaching customer who have tried the product before). Tactics for 




Setting up branch offices, etc. Would help to expand the market geographically. 
Zhuhai department store has been quite well established and at present it is in the growth 
stage. 
Zhuhai Department store should take good advantage of Zhuhai's important position 
in the Pearl River Delta and joint venture with the government in promotiog tourism. 
More visitor will definitely increase the customer base for the store. 
Pricing Strategy 
Zhuhai Department Store should aim at getting market share and volume. It should 
be sales oriented. For individual consumer, that tend to be more price conscious, more 
sales tactics should be used. 
Product Strategy 
As mentioned in market penetration, high quality product would more innovation 
method should be apply to remote the popularity of imported goods, e.g. translate the 
description / manual of electrical appliances into Chinese etc. 
Advertising / Promotion Strategy 
To reinforce impulsive buying，more attractive display should be used. Zhuhai 
department store should continue to emphasize on the promotion in mass media - TV 
commercial, radio broadcast and newspaper. 
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Building Up Corporate Image 
Zhuhai department store should create a corporate image that sell high quality 
product. It could be achieved through nuturing a different corporate culture of valuing 
culture, quality service and customer. The store could organize more activities to promote 
this corporate culture. 
Quality Management 
Both the institutional and individual consumer will look for quality improvement as 
they gain more exposure to westernized style. To increase the competitive advantage, the 
store need to further enhance its quality service in the purchase and post-purchase stage. 
More training in the sales manner and technical knowledge of the salesperson is required. 
As shown from the trend of consumer behaviour, salesperson do play a role in influencing 
the purchase decision. 
Incentive for Sales 
Bonus is always on good motivation for salesperson. If the store could further 
restructure the compensation packaged of salesperson, allowing for a great percentage of 
bonus versus the mixed basic pay, it surely will boom up the spirit of the sales team. 
Education for Customer 
Customer's purchasing decision is influenced not just by the salesperson and social 
influence, it is also by the information they received. The store could make use of the 





CALENDAR FOR MAJOR EVENTS 
Date Major Event/Action Steps Place 
May 24，94 - 1st meeting with Dr. Young : Hong Kong 
- brainstorming on topics, methodology etc. 
May 27，94 - A one page proposal outlining the 
framework of the research Hong Kong 
Jun. 8，94 - Received comments on the outline, 
， advised by Dr. Young Hong Kong 
Aug. 30, 94 - Research on books, magazine in the 
Chinese University of Hong Kong Hong Kong 
Aug. 30，94 - 2nd meeting with Dr. Young : 
refine topic and scope Hong Kong 
Sept. 16, 94 - A more detailed outline submitted to 
Dr. Young, briefing him on the proposed 
scope, methodology etc. Hong Kong 
Nov. 11, 94 - Research on journal, reading material 
from HK Trade Development Hong Kong 
Dec. 2, 94 - Formal proposal of the project sent to 
Dr. Young for comments Hong Kong 
Dec. 7, 94 - Comment from Dr. Young on the 
proposal received Hong Kong 
Dec. 13, 94 - 1st meeting with General Manager, 
Zhuhai Department Store Zhuhai 
Jan. 20，95 - Design Questionnaire Hong Kong 
Jan. 24, 95 - Letter to General Manager, 
Zhuhai Department Store 
Attaching the questionnaire for comments Hong Kong 
1 
46 
Jan. 27, 95 - Distribute Questionnaire 
-Interview 4 Managers, briefing on how to 
distribute the questionnaire in the 
department store (a total of 200 copies and 
200 souvenirs are distributed) Zhuhai 
Jan. 29 95 - Meeting with Dennis Chau (Amolfini & 
Associates) 
Video production house on the idea of 
video shooting and price quotation Hong Kong 
Feb. 2, 95 - Meeting with Ms. Tarn 
Video production house on price 
quotation Hong Kong 
Feb. 12, 95 - Collection of questionnaires (a total of 50) 
-Interview 10 salesperson 
- I n store observation Zhuhai 
Feb. 23, 95 - Collection of questionnaire (a total of 50) 
-Research on newspaper clipping in Zhuhai Zhuhai 
Mar. 3, 95 - Meeting with Zhuhai TV station on the idea 
of video shooting Zhuhai 
Mar. 6，95 - Letter of invitation to interview for 
- 8 businessmen 
- 2 academics 
-Letter to General Manager of Zhuhai 
Department Store for 
-Concept of Video production 
-Benefits of video for the store 
-Request sponsorship Hong Kong 
Mar. 7，95 - 2nd production meeting with Dennis 
Chau. Hong Kong 
Mar. 17, 95 - Submission of draft to Dr. Young Hong Kong 
April ，95 - Interview Hong Kong expertise of 
commercial and Academic fields Hong Kong 
April 16, 95 - Abandon concept of video presentation Hong Kong 




EXISTING ECONOMICS OF ASIA & INTERNATIONAL COUNTRIES 
SINGAPORE STRAITS TIMES 21 Dec 1994 
OUTLOOK FOR ^ ^ ^ ^ 
The forecast for China and Dynamic Asian. 
Economies for 1995-96 as projected by the 
Organisation for Economic Cooperation and 
Development (OECD) in its Economic Outlook: ^ ] ^ ^ ^ 
(Percentage changes from previous period) A ^ i d w e e k 
_ 1994 1995 1996 
South Korea (GNP)- ‘ 8.3 • 7.5 7.0 ^ ^ ^ ^ f f ^ j ^ ^ ^ W H i f f l B B B ^ f f i f f i H ^ ^ ^ ^ ^ ^ ^ ^ B H I 
7 广 厂广-jr>‘，,、、》••.‘、>!,‘ - • … - . ：••-T-.- w.'tt jfranBnn^iwBTl • i mm rf i ^ J r V i •「 iff j ' • BmlBB iWrTM 
• fe^am^jfcl^^l 商 . j rWSBBi 
Hongkong 5.6 5.4 5.3 ^ ^ g l ^ j ^ B n U i i a B i n i t f i f i U i S i r f f c S i S B f c i H i l H H H 
• S — p � � e ‘ _ _ S M : : S : 祐 就 ^ 過 AO - - 二 二 鄉 ， 溫 溫 ” 
Thailand 8 . 4 8.6 . • 8 4 '“‘ < 襄 无 丨 增 長 案 膨 政 車 " " 无 丨 ( 供 航 > 
^ ^ 喊 漏 | _ : 麗 職 醫 8 遍 ！ ^ 曙 - 3 - 4 � � . 2 ，. 2.9% 4,030 1.2S1 工 
Total DAEs . 7 6 . 7 2 6 9 44.7 7,250 9.3% 4.2% 2.0% 923 - 40 542 
C h 隨 歷 纖 2 . 7 ^ 1 . 1 , 2 0 0 35 I S36 
IT*丨 Wf“广〜 •^^ ^^ ••rr-p-^ -^^ ^^ gBmjMawg—i—nan— 台湾 21.2 11,236 j 7.01% 3.43% 1 . 9 9 % 」 8 8 7 60 0 
二： r， tt T T ^ y 番港 19,50° 5.5% 8.9% 1,500 | 35 T " 
�.4 |1S’010| S.2% 8.5% 2.8%__19 1 8 _ _ ^ 
Hongkong ：：、““-了广一-：言广一新加坡 3.1 18,025 10.1% 2.4% 1.6% 888 50 0 
駡來西 S 19.S 3,230 8.9% 2.9% 3.0% 484 T j ^ " • “ ^ 
Thailaird"' — '一 T 二.二 ‘ 7 r ‘ 一 泰囲 60.2 2.085 7.4% 4.8% 3.7% 435 丨-73 丨 i 
‘ 菲 糾 66.5 850 3.9% 5.1% 8.4% 134 - 33 STT" 
Jotal DAEs 5.5 5 . 5 5 . 4 印度尼西S 193.9 70S 7.34% 8.57% 38% 401 -29 900 
二“，.:-':�."C:••工乂21.5 q13.0："-''11.0"；^ tfc萊 0.3 18.500 3.0% 2-5% • 26 15 0 
TlmesgVap'hict 越南 74.0 220 8.8% 14.4% 12% 35 - 9 237 
東埔寨 g.7 215 5.7% 18.5% - 2 -0.4 16 
察 a 4.7 290 4.0% 7.0% - 2 -0.6 ” 
fl 甸 46.0 890 5.8% 30.3% - 7 -2 S3 
mm 18.1 16,4005.0% 2.5% 8.9% 456 -141 1.185 
XfiSn x l 14,3506.2% 2.8% 7.5% 1 ” -9 350 
•囲 261.9 2 5 , 2 0 0 5 . 1 % 2 . 9 % 5.4% 5,030 -1,425 5.557 
28.5 18,9004.5% 0.6% 9.6% 1,460 -182 2,370 
" i a 81.5 24,900 2.4% 2.8% 8.8%'" 3.840 • 320 0 
"iffl 58.1 22.950 2.5% 1-7% 12.3% 2,090 110 0 
意大利 58.0 17.500 3.7% 4 . 1 % 12.1% 1,780 156 ！ 880 
58.4 16,600 3.9% | 3.4% 8.4% 1,900 丨 - 5 6 | 0 
少.她：？}wiitxrfjy.WWnfTiHiot-V/.-f - ii^.inn>Pff>ft:mm:.'^.»itit\Ttnmn« 
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 . .中國將趙雄發展沿海地區經 
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 爲目前的基數已鼓勵：^、：財： Ig j©,的發展，中國會




































 ^ 定(投資促進法》.將外商投 
^ M
 從前幾年以加工業爲主轉移到涉及資金巨大，中國在利用外资万面,將.tnju-y^外商投資
















































































































































D ^ 0 R P & ^ 【本報專訊】到目前爲止，經國務院批准的中外合資 g 經營零售商店已墓十四家。 g 據內貿部主辦的
 <
 中國商報

















 大陸已批准十四家 ^ ^ 內貿部提醒」經國務院批准的正在施工建設的項目」 D ( 要盡量縮短建設周期，爭取早日開業。尙未確定外方合 g 作顆伴的試點單位，在選擇合作夥俘時，建議面向歐美 g 發達國家，眞正選擇具有雄厚的資金買力」登富的商業 
零售業的經營管理經驗，在國際上有廣泛銷售渠道的以 
^ 經營百貨零售業爲主的大型企業集團。 V T g 0 J 4 -1 1 
i
 准成 
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 纖进走在全省的前面，率先 l a現現代化，立了珠江三角洲理济 0 !規剌曲《領導| ^ ! ^ ? ;珠 ^ ? | ^
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3RD NATIONAL PRESS CONFERENCE ON "THE TOP DEPARTMENT STORE" 
(Zhuhai Newspaper April 14, 95) 
g f f ' g 赛 2 5 2 辑：省理息•• . 
I f • 晏 ： 慕 攝 n If i瑪 fS||r�M%r.t,會坦羊 
工 百 层 舊 冒 ' - S 二 国 視 K S 、 場 的 開 I L L 選 國 E 
作 貨 L I S . S I 時 ： T T S 之 經 業 蔡 擇 性 �.SJ货加.态g悉•柴委件列济一’在舍 
各。.城’:Y ’ 也 引 : ， 承 . 卞 号 而 终 I 議 
ZHUHAI DEPARTMENT STORE - AWARDED 9TH POSITION IN SALES 
^ 91TH IN PROFIT 
全 国 百 家 t 最 零 售 商 店 排 序 揭 晓 
_ 百 货 _ 身 全 国 W W I i 丨 
Jg : : :各：均言：品锛•售额名•列第九位 
国家统计昂和国内贸昴部昨天在珠海联合公第 91位，以人均商品销售额55. 5万元名列“百强”的第9位. 
百 家 最 大 琴 赛 . 明 , 辞 海 百 . 在 昨 天 的 新 闻 发 布 会 上 ’ 珠 海 百 货 集 团 公 司 总 经 理 张 妙 
辣皿海百货广 .尹轻 _考烈系 (？位：’ " .从而使然回顾了百货集团组建 3年来的发展情况 .去年，集团商品 ；?HflP^f终进人产德吟“百强” 销售11.32亿元’比上年增长127W创税利4504万元，增 
' . ^ m S ^ P ' ' . • ！ i 射 嫩 縱 ； • ••.长 1 3 7 > ^ ,人均创税利 2 . 73万元，增长74?^ ,百货广场开业 
輪”今计.费和国内贸易部曰前？^舍?^丨？ 9. 3年度全国大型仅一年多就挤身于全•国“百强”行列.3年来’百货集团经 
线 i ^ l "念恶的经营和效益情况进行了一.次全面的调查，.并济效益连续 3年以翻番的速度增长，综合实力空前增强•在 
趣gf^规換，经济效益两方面内容进行 I. 9 9 3年突全国百家.昨天公布的“百强”排序中’上海市第一百货商店股份有限 
业企业排序•参加排序牟业均是在 I 9.彳 3年实现公司、天津立达国际商场股份有限公司、北京西单商场（集 
象H' i额1. 2亿元以上的国有、胶份制和集体企业’共 2 〗0团〉股份有限公司,上海华联商《、北京王府并百货大楼（奥 
进广校排序方面选斤商 3辦售 ;额 .指标’珠海百团）股份有限公司、中兴—沈阳商业大 i f f � 武汉商场投份有 方S想?:S?3. •亿元名列第 I !位丨在经济效益排序限公司、南京新街口百货商店、广州兩方大®集团股忘有益 




ZHUHAI DEPARTMENT STORE - SOCIETAL MARKETING APPROACH 
“ (June 29, 94 Economic Daily) 




S 識 S 浮 所 ^ ^ ^ s s r 當 德 
会 情 不 自 禁 地 被 其 独 特 的 文 化 目 ^ ^ ^ ^ 一些力作格品、大家手笔，更 
弓丄•塘由括二 = ffl^^H .t不少摄影、美术爱好者留连 商 场 如 何 家 握 适 度 的 宣 传 攻 ^ ^ ^ ^ ^ ^ 忘返.• . ：.； 
？ i 票 ! f 费 者 怀 着 - 种 愉 悦 的 字 W a ^ ^ ^ m i f 戈些看似与百货购 A 不 
甚 来 接 受 , 工 渐 现 代 经 : : 丨 甚 相 关 ； i B m r n ^ m w 
'smx-^mm^.： . 二 F ： 总 ^ ^ ^ ^ ^ ^ V.场叙营造者们手中最精绝的-
. ， 在 如 ， 瞬 息 万 变 的 信 息 时 々 ^ ^ ^ ^ ^ ^ ^ ^ 笔 ： ” 它 通 过 文 化 始 相 互 渗 透 ： 
代 里 , . 伊 、 种 平 稱 式 喊 ^ ^ ^ ^ ^ ^ ^ “：把散^^区、东区、西区及 
商 品 简 介 手 法 早 已 为 各 有 己 - B ^ H ^ ^ ：邻近珠海的消费者连结起来： 
见、辩析敏锐的消费者所K烦,• 并以公众自由参与的潜移默化 
而 西 方 彩 幻 激 光 式 的 商 品 推 荐 , 、 m s m ^ ^ ^ 作 用 诱 导 着 人 们 潜 在 的 购 物 心 ‘ 
以使实惠型的民购物心• mg^^^^m理和行为，从而达到"•诱导消 ！ 
P G 受 为 此 百 货 , 费 ” . . 的 目 的 将 买 与 卖 的 情 趣 
• 式 、 / 以 温 塞 和 时 尚 为 特 牟 的 购 、 • 以 求 的 最 高 修 炼 境 界 而 百 货 
物 中 心 • 君 不 见 广 场 近 8 0 米 的 ‘ ^ g ^ ^ ^ ^ ^ 广 场 的 “ 以 家 庭 唤 亲 情 ” 写 意 
外 观 门 面 ， 没 有 一 间 往 日 琳 浪 ^ ^ ^ ^ ^ ^ ^ 式 购 物 风 格 则 应 是 当 代 商 界 营 
、 满 目 的 陈 列 街 窗 唯 有 忙 碌 的 ^ ^ ^ ^ ^ ^ ^ 销 的 新 趋 势 • 它 那 种 春 风 般 自 
保安要员在不停地指挥着门口. ^ ^ ^ ^ ^ ^ .然亲切的大家庭式氛围化解了 
川流不：良網辆• ‘"、广. ..m^m^^m买与卖的戒备阻隔，使人如沐 
: . 楼 购 物 、 大 庁 以 一 台 触 摸 宾 至 如 归 的 温 塞 之 中 • 籍 此 ， 
式电腔仿真购物指南,取代了.. ！ 年 轻 的 珠 海 百 货 刚 刚 试 业 一 年 
. 许 多 笔 里 纸 张 也 难 以 详 述 的 半 便 挤 身 全 国 百 家 最 大 零 售 商 
客须知” • .’:二"” 店，创下1993年人均销售额 
g 多 功 能 小 舞 台 、 公 众 参 与 的 • 的 “ 珠 海 百 货 现 场 ” 应 该 说 
目 _ • 






SAMPLE OF ZHUHAI DEPARTMENT STORE NEWSPAPER 
\I / ‘ •• • . 
I •率 f i t竟‘ 
^ n m — — B i i i H m f ^ j ^ — — — — H — m M M , • • • • u ju u 
r , . | Z H U H A I B A I H U O . S H A N G B A O I珠海市SK (集团)’有限公司^^海百货商报社出版 
’ .珠海市出版物准印证第94 8 7号 
I 1994年10月28日：星期五农历九月二十四 
I I ||1|III 11 WJJ«JiMJii‘MjatJiJi]^ ljMiliJHM»;u^ mi«»v« 
. • • • y 













不能为父每排优解难，于是，只身来到珠海• “ . . ' I f t l i l i j i k M M ^ 
“R要有亊,干，干什么多行。”朴实无华的小肖，不顾同 
乡的趣视和反对，尽管刚开始干清洁工时’心里有点不自在，干凡又被人赞，的清法工作• 
见了熟人低头绕过，但慢慢地感到自己的劳动’能给百货广场 妨 云 摄 
创造一个清洁卫生的购物环境，十分安慰•广场的客流量大， 
本报讯我们集团连续三年销宙 i 的奖励•在职务提升聘用时，外来 f l n ^ i v . 
J h H L 额、效益都以翻番速度递增’其中工与固定工一样，能者枕上，金海仓^ K M r ' ' 
150多名外来工的辛勤劳动功不可外来工藉祖想今年披任命为仓產主任 
• I • •没•尽管他们只占历工总人数还不到助理，享受公司内部相应的同等职务M r — 
• T K ： 】o%,但公司对他们工作、生活、政岗位津貼，目前，外来工担任班长以MB^Syr-：^^ 
• 治上的关心体贴入浓，使他们乐于庄上职务的有丨3人. ^mmm^—''' 




































































































































































































































































p^ I M M M M M M M M M M M ^ 
E
 I珠i^ t屈£氏百货有限公司 
W 丨坊思 0 1 1 1 1 1 1 T S —针织
 —上！4t第二皮挂厂珠百分厂 
T N I E I
 五交化 
§ — ^ — L
 I电百挂类革制品有限公司 
n

















































 1 — 1 计 财 部
 Lj集团进出口部 
P 百贴




 1 拱 北 商 场 ~ ~ _
 1妇儿用品专卖店 
































































A P P E N D I X 14 
• G E N E R A L M A N A G E R O F Z H U H A I D E P A R T M E N T S T O R E 
( J A N U A R Y 23 , 9 5 Z H U H A I E C O N O M I C N E W S P A P E R ) 
• 市百货集团公司总经理、党委书记‘怒张妙然 
天首过去的： '^年,’历工用、：：、等多项荣誉称秀r.丨连银经苦 
辛》劳动换来的成果4�X嵌/的网点已丨车 l i ^哗m南等 
慰，集团公司经济55c益在连德劣市这些•成杀的：离不 
三年翻番的基础上稳步增长,.•开社会•各•界fef拷葡爱：.•潘 
实现商品销售12.6亿元,•税利,.此机会,：^我译^^ 寒百.货 »^^ 欧公 “ 
5 7 0 3 万 元 , 分 别 比 上 一 年 增 长 司 全 体 、 员 工 ' 向 ‘ 
‘ 棒 卞 省 : : : 们 的 i h 麥 i f ^ ^ ^ ^ 和 . 
I立现•代企度为•目标 
的固有企业改革已成为 国家经济体制改革的重’Kf^ n^HHB^H 
点 。 作 为 劣 市 现 代 企 业 • ^ f . a W I W W ^ ^ M 
制度试点单位.丨我们的。；！丨！. r ^ H I B ^ ^ ^ H 
任务光荣而艰巨。：广gi j 1 ； IrilHH^^ HH 
此,••我们将-续赏如党.丨I i ； i i f H ^ ^ ^ ^ H 
的 十 四 - 三 全 会 j I i ^ H M H H ^ B 
定〉•和四中全会A神,’ S B P L M ^ W M 
心 , : 以 深 化 企 业 改 革 为 ; t ^ i m ^ B ^ ^ H I B 
动 i i , . ' 再 塑 企 业 形 丨 • V H ^ B ^ ^ ^ B ^ B 
象 , 创 连 新 优 务 丨 等 I p m i ^ ^ B ^ ^ B 











鄉 i 辦 典 巧 辟 区 明 離 ? 
fe价的作用L坚.持.：t干琴；：献..••:""•::、.广巧::• 
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 根抽全國币場 i；!測網提供的悄况預測，今年二月份全國買現社这 p n ^ f ^ B H m ^ H l l ^ n n ! ^ ^ ^ 4
 局總部仿。比三的.泌则作物也致 
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APPENDIX 18 
MARKET SURVEY OF CONSUMER BEHAVIOUR IN ZHUHAI CITY 
Questionnaire 
Declaration 
This questionnaire is designed for academic research only. It aims at studying 
the consumer behaviour of residents in Zhuhai, PRC. You are not required to provide us 
, w i t h your name. 
(A) Part i 
(1) Age : 20'29() 30-39() 40-49() 50-59() 60() or above 
(2) Education Level : Primary ( ) Secondary ( ) Post-Secondary ( ) 
College/University ( ) Graduate Sch ( ) 
Others ( ) 
(3) Sex : Male ( ) Female ( ) . 
(4) Employed by : Government operated unit ( ) 
Joint venture or other enterprise ( ) Others ( ) 
(5) Monthly Salary : Below 500 RMB ( ) 
501-1,000 RMB 0 
1,001-2,000 RMB 0 
2,001-3,000 RMB ( ) 
3,001-4,000 RMB ( ) 
4,001-5,000 RMB ( ) 
5,001-6,000 RMB ( ) 
6,001-7,000 RMB ( ) 
7,001-8,000 RMB ( ) 
8,001-9,000 RMB ( ) 
9,001-10,000 RMB ( ) 
Above 10,000 RMB ( ) 
(6) Telephone at Home Yes ( ) No ( ) 
(7) Accommodation Private-Owned ( ) 
Rented ( ) 
Hostel 0 
Stay with Parents ( ) 
1 
(B) Part II 
(1) “ You usually shop a t : 
(a) Government owned dept. store ( ) 
(b) Specialty store ( ) 
(c) Regular store ( ) 
(d) Others ( ) 
(2) During your purchase, will you consider the following (you may choose more 
than one answer) 
(a) Comments from relative, friends on the product . ( ) 
(b) Advertisement and other promotion pamphlet ( ) 
(c) Publicity of the product ( ) 
(d) Confidence in the brand name ( ) 
(e) Place of origin of the product ( ) 
(3) Did you ever purchase under the following condition : 
(a) Pass by the window display and attracted by the display ( ) 
(b) Attracted by advertisement - promotion materials ( ) 
(c) Product on sale ( ) 
(d) Follow friend and relatives ( ) 
(4) Would you consult others when you purchase : 
(a) Sales person ( ) 
(b) Friends/relatives that shop with you ( ) 
(c) Other customers in the shop ( ) 
(5) What is the determining factors during your purchase : 
(a) Packaging of the product (eg. colour)( ) 
(b) Comparison with other brand name ( ) 
(c) Popularity of the brand name ( ) 
(d) Comments from relatives/friends ( ) 
(e) Place of origin ( ) 
• (6) How often do you change the brand of your household products : 
(a) About once a month ( ) 
(b) About every three months ( ) 
(c) About half a year ( ) 
(d) About once a year ( ) 
(e) Over a year ( ) 
(7) What would you do if you found the product you purchased is unsatisfactory : 
(a) Would not complain but change to other brand name next time ( ) 
(b) Tell others not to buy the product ( ) 
(c) Complain to the Government Authority ( ) 
(d) Demand to change the product in the shop ( ) 
1 
71 
(8) , What would be the determining factor for a product's success : 
(a) Quality ( ) 
(b) Promotion effort ( ) 
(c) Price ( ) 
(d) Accessibility ( ) 
(e) Others, please specify 
(9) Things you would like to purchase in the next six months : 
(a) Electrical Appliances ( ) 
(b) Furniture ( ) 
(c) Clothing ( ) 
(d) Jewellery ( ) 
(e) Others ( ) 
(10) Electrical appliances that you would like to purchase in the next six months : 
(a) T . V . ( ) 
(b) Refrigerator ( ) 
(c) Air-conditioner ( ) 
(d) Washing/Drying Machine ( ) 
(e) Audio Visual Aids ( ) 
(f) Video ( ) 
(g) Karaoke/Disc Player 
(h) Video camera 
(i) Others ( ) 
(11) Usually your payment methods are : 
(a) Cash ( ) 
(b) Cash and by instalment ( ) 
(c) Credit card ( ) 
(d) Loans from relative/friend ( ) 
(e) Others ( ) 
(12) Which of the following country produce better quality products : 
(a) Mainland China ( ) 
(b) Hong K o n g o 
(c) Taiwan ( ) 
(d) Asian Country ( ) 
(e) N. America and other European countries ( ) 
‘ 66 
(13) You believe advertisement will : 
. ( a ) Provide you with knowledge of the product ( ) 
(b) Give you information in choosing the right product ( ) 
(c) Give you information on product quality ( ) 
(d) Increase the price of the product ( ) 
(e) Give you entertainment only, could not use it as guideline ( ) 
(14) Which of the following purchase method do you like most: 
(a) Direct sales ( ) 
(b) Mail order ( ) 
(c) Shop at department store/specialty store e t c . ( ) 
(d) Phone order ( ) 
(e) Others, please specify 
(15) The best method to introduce a new product is to : 
(a) Display the product in a new booth in the shop ( ) 
(b) Commercial in the T . V . ( ) 
(c) Poster and advertisement in the street ( ) 
(d) Advertise in the newspaper ( ) 
(e) Invite famous person/celebrity to introduce the product ( ) 
88 
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CONSOLIDATED RESULTS OF QUESTIONNAIRE 
Data of interviewees 
1. Age 20-29 63% 
- 30-39 24% 
40-49 9% 
50-59 1% 
Over 60 1% 
missing data 2% 
2. Education Primary School 1 
Level Secondary School 73 
Post-secondary 12 
College/University 7 
Graduate School 4 
Others 2 
missing data 1 
3. Sex Male 27 
Female 71 
,� missing data 2 
4. Employer Government operated unit 82 
Joint venture on other enterprise 8 
Others 6 
missing data 4 
5. Monthly Salary Below 500 RMB 7 
501-1,000 RMB 78 
1,001-2,000 RMB 10 
2,001-3,000 RMB 3 
3,001-4,000 RMB 1 
4,001-5,000 RMB 0 
5,001-6,000 RMB 0 
6,001-7,000 RMB 0 
7,001-8,000 RMB 0 
8,001-9,000 RMB 1 
Over 10,000 RMB 0 
1 
71 
6. Owned Yes 70% 
Telephone No 29% 
missing data 1% 
7. Accommodation Private owned 13% 
Rented 15% 
Hotel 37% 
Stay with parents 34% 
missing data 1% 
1 
69 
Responses to question : 
Question #1 
You usually shop a t : 
(a) Government owned department store 77% 
(b) Specialty store 5% 
(c) Regular store 11% 
(d) Others 5% 
missing data 2% 
•• * In this question, 77% of interviewees answered (a), 11% answered (c). It shows 
that most consumers, regardless of education and income level, consider government 
owned department stores are the most favourable places to shop. 
* Higher education level consumer group (college/university and graduate school), are 
more likely to shop at different locations. 
* Specialty store is relatively more favoured by male consumers and those employed 
by joint venture or other enterprises. 
Question #2 
During your purchase, will you consider the following (you may choose more than one 
answer) 
(a) Comments from relative, friends on the product. 37% 
(b) Advertisement and other promotion pamphlet. 11% 
(c) Publicity of the product. 16% 
(d) Confidence in the brand name. 25% 
(e) Place of origin of the product. 6% 
missing data 5% 
* In this question, 37% of interviewees answered (a), 25% answered (d), 16% 
answered (c). It shows that comments on product and confidence in the brand name 
are the most important factors in pre-purchase. The degree of importance decreases 
with consumers of higher education level. 
* Male and higher income consumers tend to concern more about brand name and 
publicity of the product. 
* It also shows that advertisement has growing significance in fashion. 




Did you ever purchase under the following condition : 
(a) Pass by the window display and attracted by the display. 53% 
(b) Attracted by advertisement - promotion materials. 11% 
(c) Product on sale. 20% 
(d) Follow friend and relatives. 13% 
missing data 3% 
* In this question, 53% of interviewees answered (a), 20% answered (c). The 
consumers are likely to be impulsive and influenced by window display and product 
on sale. Fashion and cosmetics rely heavily on window display to attract consumers. 
* Male consumers tend to be influenced by comments from relatives/friends. 
* Consumers who have more financial burden on housing (own or rent) are more cost 
conscious and are more likely to be attracted by product sale. 
Question #4 
Would you consult others when you purchase : 
(a) Sales person 39% 
(b) Friends/relatives that shop with you 51% 
(c) Other customers in the shop 7% 
missing data 2% 
* In this question, 51% of interviewees answered (b), 39% answered (a). Friends and 
relatives' influence have dominant influence during purchase. Sales person is also 





What is the determining factors during your purchase: 
(a) Packaging of the product (e.g. colour) 27% 
(b) Comparison with other brand name. 31% 
(c) Popularity of the brand name. 24% 
(d) Comments from relatives/friends. 12% 
(e) Place of origin 6% 
•  * In this question, 31% of interviewees answered (b), 27% answered (a) and 24% 
answered (c). During purchase, brand comparison becomes the determining factor. 
Packaging of the product and brand popularity are also important. 
* Popularity of brand is particularly emphasized for consumers of older age (40-49), 
male, with higher education level and income, and possibly worked for joint venture 
or other enterprises. 
* Consumers who own private accommodation are less influenced by packaging of the 
product. 
* Place of origin has very minor role during purchase. 
Question #6 
How often you change the brand of your household products : 
(a) About once a month 12% 
(b) About every three months 40% 
(c) About half a year 23% 
(d) About once a year 9% 
(e) Over a year 15% 
missing data 1% 
* In this question, 40% of interviewees answered (b)，23% answered (c). Brand 
loyalty are not yet established. Consumers tend to switch brand about every 3-6 
months. 




What would you do if you fourfd the product you purchased is unsatisfactory : 
(a) Would not complain but change to other brand name next time. 29% 
(b) Tell others not to buy the product. 31% 
(c) Complain to the Government Authority. 4% 
(d) Demand to change the product in the shop. 33% 
(e) missing data 3% 
“ * In this question, 33% of interviewees answered (d), 31% answered (b) and 29% 
answered (a). It shows that consumers would demand to change the product if 
unsatisfied，or otherwise they will simply change to other brand next time. Higher 
income consumer group tend not to request change. 
* Comments or referrals are more important for older, male and higher income 
consumers. 
* Consumers tend to have less demand to change on cosmetics product. 
Question #8 
What would be the determining factor for a product's success : 
(a) Quality 67% 
(b) Promotion effort 8% 
(c) Price 20% 
. (d) Accessibility 2% 
(e) Others, please specify 2% 
missing data 1% 
* In this question, 67% of interviewees answered (a)，20% answered (c). It is evident 
that most consumers view quality as the determining factor for the success of a 
product. 
* Price is considered with growing importance for older consumers (40-49). 
* Promotion is more appreciated by consumers of higher education level and income. 
It is also considered more effective in contributing to the success of fashion. 
1 
75 
Question # 13 
Things you would like to purchase in the next six months : 
(a) Electrical Appliances 34% 
(b) Furniture 14% 
(c) Clothing 26% 
(d) Jewellery 8% 
(e) Others 15% 
missing data 3% 
* In this question, 34% of interviewees answered (a), 26% answered (c). It shows 
that electrical appliances are the most favourite items consumers want to purchase in 
the next six months. Fashion clothes are the next favourable items. 
* Consumers of higher education level and income tend to have more desire for other 
products than electric appliances. May be they have already own such products. 
* Female consumers in particular those who live with parents put more emphasis on 
clothing. 
Question #10 
Electrical appliances that you would like to purchase in the next six months : 
(a) TV 7% 
(b) Refrigerator 9% 
(c) Air-conditioner 16% 
(d) Washing/Drying Machine 9% 
(e) Audio Visual Aids 15% 
(f) Video 10% 
(g) Karaoke/Disc Player 9% 
(h) Video camera 2% 
(i) Others 20% 
missing data 3% 
* In this question, 20% of interviewees answered (i) i.e. other, 16% answered (c), 
15% answered (e). There is no evidence on what the consumers want to purchase if 
their answer are other items. It shows that air conditioner and Hi-Fi are the two 
favourite electrical appliances consumers want to purchase. There is no indication if 
difference in preference among different groups. 
* It is interesting to note that TV is not as favourable as other electrical appliances. 
May be most of the intQrviewees have already owned a TV at home. 
4 
74 
Question 枯 11 
Usually your payment methods are : 
(a) Cash 82% 
(b) Cash and by instalment 3% 
(c) Credit card 10% 
(d) Loans from relative/friend 3% 
(e) Others 1% 
missing data • 1% 
* In this question, 82% of interviewees answered (a), 10% answered (c). It shows 
‘ that majority of consumers pay cash during purchase. 
* Credit card payment is the next common method and indicates great opportunity for 
expansion. At present consumers with income over 2,000 RMB and more likely 
work for joint venture on other enterprises are credit card users. 
* Installment method of payment is not common. 
Question #12 . 
Which of the following country produce better quality products: 
(a) Mainland China 12% 
(b) Hong Kong 31% 
(c) Taiwan 12% 
(d) Asian Country 12% 
(e) N. America and other European countries 31% 
missing data 2% 
* In this question, 31% of interviewees answered (b) 8l (e). It shows that both Hong 
Kong and western countries' products are considered as with better quality. 
Mainland China products are considered with equal quality compared with other 
Asian countries. 
* Western countries products especially fashion, jewellery and cosmetic are still more 
favoured by consumers of higher education level and income group (in particular 
male) ； while Hong Kong fashion clothings are highly regarded for the quality (may 
be for cheaper price products). 
1 
75 
Question # 13 
You believe advertisement will: 
(a) Provide you with knowledge of the product. 43% 
(b) Give you information in choosing the right product. 17% 
(c) Give you information on product quality. 25% 
(d) Increase the price of the product. 4% 
(e) Give you entertainment only, could not use it as guideline 9% 
missing data 2% 
* In this question, 43% of interviewees answered (a), 25% answered (c), 17% 
answered (b). It shows that consumers view advertisement related to source of 
information on product knowledge and product quality. 
* Consumers of higher education level and income look into advertisement for 
information on product quality. 
Question #14 
Which of the following purchase method do you like most: 
(a) Direct sales 9% 
(b) Mail order 1% 
(c) Shop at department store/specialty store etc. 82% 
(d) Phone order 6% 
(e) Others, please specific 0% 
missing data 2% 
* In this question, 82% of interviewees answered (c). It shows shopping at 
department store/specialty store is the most favourable purchase method. 
* There is an indication that direct sales will have growing significance in the purchase 
method except for fashion. 
76 
Question #15 
The best method to introduce a new product is to : 
(a) Display the product in a new booth in the shop 28% 
(b) Commercial in the TV 34% 
(c) Poster and advertisement in the street 9% 
(d) Advertise in the newspaper 10% 
(e) Invite famous person/celebrity to introduce the product 18% 
missing data 1% 
* In this question, 34% of interviewees answered (b), 28% answered (a), 18% 
answered (e). TV commercials and display both are the most favourable method to 
introduce new products. 
* Inviting famous person/celebrity to introduce the product tends to be more effective 
for fashion clothing. 
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ement y me o r i g i n Row 
如 0 1 2 3 4 5 Total 
0 1 1 
1.0 
1 4 27 10 10 15 4 70 
紅S 70 . 0 
2 1 10 1 5 10 2 29 
Mo 2 9 . 0 
Colnmn 5 37 11 16 25 6 100 
Total 5 . 0 3 7 . 0 1 1 . 0 1 6 . 0 2 5 . 0 6 . 0 1 0 0 . 0 
of K i s s i n g Observations : 0 
1 
7 6 - 6 
Q'' Arte. by 09 Darlug purctut:u«ft, w i l l you conatd4»r 
g9 Pag«t 1 of 1 
Couiit 
coiun*M3ts iidvttr t l s puy>Lici t brand oa plrtce of 
4eiiMiQt y me o r rg i n Kovf 
0 1 2 3 4 5 Tot f l l 
0 1 1 
1 . 0 
1 4 1 5 2 I 13 
privat«-owu«KJ 1 3 . 0 
2 7 2 3 2 1 15 
rented .0 
3 1 1 5 3 5 12 1 37 
hostel 37.0 
4 4 1 1 5 2 9 3 34 
Stay w i t h p a r e n t ^^ ® 
Column 5 37 11 16 2 5 S 1 0 0 
T o t a l 5 . 0 37 .0 1 1 . 0 16-0 2 5 . 0 6 . 0 1 0 0 . 0 
Nomber of M a s s i n g O b s e r v a t i o n s : 0 
b y Q9 D u r i n g pur c h a s e , w i l l yon c o n s i d e r 
Q9 Page 1 o f 1 
Count 
conmexits a d v e x t i s p u b l i c i t b r a n d na p l a c e of 
exnent y me o r i g i n Rcw 
0 1 2 3 4 5 T o t a l 
1 1 6 4 5 
Electrical .• 
2 8 2 2 5 3 2 0 
Jevellery 20.0 
3 9 1 5 7 2 2 4 
C o s a e t i c 2 4 . 0 
4 4 14 8 5 i 8 1 40 
fashion j 4 0 . 0 
Colnmn 5 37 11 16 25 6 lOO 
Total 5.0 37.0 Ll.O 16.0 25.0 €.0 100.0 
of M i s s i n g O b s e r v a t i o n s : 0 
7 6 - 7 
A^ 鳙 by QIO Did you «rv«r purcba:i«i wh^n 
QIO 1 of 1 Count 
Display Adv. a t t Product Friends 
, a t t . rac t i on on sale lo f luenc Kow 
0 1 2 3 4 To ta l Q1 U 2 2 2 . 0 
1 2 38 6 11 6 63 
20-29 63.0 
2 1 10 3 7 3 24 
30-39 24.0 
3 5 2 1 1 9 40-49 9.0 
4 1 1 
50-59 1 . 0 
I � 1 ^ve 60 I 1-0 
I I 
Column 3 53 11 20 13 100 • 
Total 3 . 0 5 3 . 0 1 1 . 0 2 0 . 0 1 3 . 0 LOO. 0 ‘ 
of H i s s i n g Observations : 0 
胶 B. l e v e l by QIO D id you ever purchase when 
QXO Page 1 of 1 Count 
Display Adv. att Product Friends 
att . r act ion on sale inifluenc Row 
0 1 2 3 4 Total Q2 
- . 一 — - • - — • •. - — — - - — 
0 1 1 1.0 
1 1 l 
^tiJUary 1-0 
2 2 i 37 8 14 12 73 Secondary 丨 73.0 
_ - — ~ - - - 一 — — --— • 
3 I 7 3 1 1 12 ^ost-secondary 1 12.0 
4 1 ^ 2 4 ， CoUege/univ. . � 
t^aduate Sch. ^ 4.0 
6 2 2 Others 2.0 
Colmxin 3 53 11 20 13 100 
Total 3 . 0 5 3 . 0 1 1 . 0 2 0 . 0 1 3 . 0 1 0 0 . 0 
Of Missing Observations : 0 
Q3 ， 
by Qio Did you ever purcliase when 
QIO Page 1 of 1 
Count 
D isplay Adv. att Product rriends 
att . raction on sale inf luenc Row 
如 0 1 2 3 4 Total 
0 2 2 
2 . 0 
. 1 1 10 1 7 8 27 
27.0 
2 2 43 10 11 5 71 
r 麵 le 7 1 . 0 j 
I Colmnn 3 53 11 ？0 13 100 
Total 3 . 0 5 3 . 0 1 1 . 0 20 0 1 3 . 0 100 0 




7 6 - 8 
Kmployed b y : b y QIO D i d you •vtfr purchaa« wlwtn 
QIO I of 1 
Count 
D i s p l a y Adv. att Product m ^ n d a 
a t t . ractron on SJiIe I n / J u e n c Kiw 
0 1 ? 3 4 Tota l . 
0 2 1 1 4 
4 . 0 
1 2 44 9 aa 9 82 
Oovt. u u i t s ° 
2 1 2 1 1 0 
J V / e n t « r p r i 3 e 5 ® ° 
3 1 3 2 6 
Others € 0 
Colunm 3 53 11 20 13 100 
T o t a l 3 . 0 5 3 . 0 1 1 . 0 2 0 . 0 1 3 . 0 1 0 0 . 0 
Number of M i s s i n q O b s e r v a t i o n s : 0 
如 Montlily S a l a r y by QIO D i d you ever par c h a s e when 
QIO Page 1 of 1 
Count 
D i s p l a y Adv . a t t Product F r i e n d s 
a t t . r a c t i o n on s a l e izxfluenc Row 
0 1 2 3 4 T o t a l 
— 一 … • . 一 — — — — - • - - - — — 
1 1 2 2 2 7 
Belovf 500RMB 7 . 0 » 
2 2 47 8 1 4 7 78 
S0l-1 ,OOORMB 7 8 . 0 
3 2 1 4 3 10 
1-001-2000RMB 10-0 
_ ..., . 一.... — - — — . • - - - — 
4 1 2 3 2,001-3,OOORMB 3.0 
5 —1 1 
3-001-4,OOORMB L O 
• , 一 一 … 一 一 . - 一 — — — — • -
10 
®/OOl-9 ,OOOKMB 1 0 
Column 3 53 11 20 13 100 
T o t a l 3 . 0 5 3 . 0 1 1 . 0 2 0 . 0 1 3 . 0 1 0 0 . 0 
o f H i s s i n g O b s e r v a t i o n s : 0 
Q® Telephone at Home by QIO Did you ever purcliase when 
giO Page 1 of 1 
Count 
D i s p l a y Adv . a t t Prodnct F r i e n d s 
a t t . r a c t i o n on s a l e i a f l u e n c Row 
如 0 1 2 3 4 T o t a l 
0 — 1 1 
1 - 0 
1 3 36 7 1 1 * 11 70 
^fts 7 0 . 0 
2 • 1 4 4 9 2 29 
攻。 29.0 — . _ - — — -- •—- — • 
Colnmn 3 53 11 20 13 100 
T o t a l 3 . 0 5 3 . 0 1 1 . 0 2 0 . 0 1 3 . 0 LOO . 0 
Of M i s s i n g O b s e r v a t i o n s : 0 
, 7 6 - 9 
Q7 Xcc. by QlO Did yoa m w z paxc2ias« wto«»n 
giO 1 of l 
Count 
D i冲 l a y Adv. att Product rrl«iids 
att . r act ion on s&l翁 inf luenc Row 
0 1 2 3 4 Total Q7 
0 1 1 1 u 
1 4 3 6 13 
privdt4t-ownfKl 0 
2 1 5 4 5 15 
rented 
3 24 2 7 4 37 hostel .0 
4 2 19 5 5 3 34 
stay with parent 34 
Colnmn 3 53 11 20 13 100 
- Total 3 . 0 53 . 0 L l .O 20 • 0 13 .0 100 .0 
dumber of Hissing Observations: 0 
如 3 by Qio Did you ever purchase when 
giO Page 1 of 1 
Count 
Display Adv. att Product Friends 
att . raction on sale influenc Row 
0 1 2 3 4 Total 
1 10 1 2 3 16 
Electrical 
2 1 7 3 5 4 20 
Jewellery 20•0 
3 2 13 1 4 4 24 
Cosmetic 24.0 
4 23 6 9 2 40 
fashion 40 . 0 
. _ . — . - — • - . • — 一 • - 一 
colnnm 3 53 11 20 13 100 
Total 3 . 0 5 3 . 0 1 1 . 0 2 0 . 0 13 .0 100 .0 
校*naber of Missing Observations: 0 
I 
i 
7 6 - 1 0 
Ag« by Q l l Who to couiiult durlu^ putcbat4« 
Qll Pag« L of 1 
Count 
Sales i>« rri»nds/ Other cu 
“ rson relative stcmexs Row 
0 1 2 3 Total 
0 I 1 2 
2 . 0 
1 20 31 4 €3 
2 0 - 2 9 各 3 . 0 
2 1 6 14 3 24 
30-39 2 4 . 0 
3 1 4 3 1 9 40-49 9.0 
4 1 1 50-53 10 
5 1 1 
above 60 1 _ C 
Colnnm 2 39 51 A 100 
Total 2 . 0 39 . 0 5 1 . 0 B.O 1 0 0 . 0 
'^^ naber of Hissing Observations: 0 
B. Level by Qll Who to consult during purchase 
Qll Page 1 of 1 
Count 
Sales pe rriends/ Other cu 
rson relative stomexs Rent 
0 1 2 3 Total 
— • - - — — ••~ — - — - — — — 一 一 -0 1 1 
1.0 
1 1 1 
Primary 1 •。 
2 1 26 43 3 73 
Secondary 73.0 
. . , 垂 — _• I •_ — — .1 .. - ~ - -
3 7 2 3 12 
Post-Secondary 1 2 . 0 
4 , 1 3 2 1 7 CoUege/Univ. , 7.0 
_ . 一 — .. — — - — - - — • — — — 
5 2 2 4 ^^ taduate Sch. ^ ^ 
6 1 1 2 
Othexs 2 . 0 
Colnnm 2 39 51 B 100 
Total 2 . 0 39 . 0 5 1 . 0 B.O 1 0 0 . 0 
校timber of Missing Observations: 0 
妇 Sex by Qll Who to consult during purchase 
Qll Page 1 of 1 
Count 
Sales pe rriends/ Other cu 
rson relat ive stcaners Row 
0 1 2 3 Total Q3 O i l 2 2 . 0 
1 11 13 3 27 
Male 2 7 . 0 
, 2 1 27 38 5 71 
7 1 . 0 
ColFimn 2 51 fl 100 
Total 2 . 0 39 0 51 0 8 0 1 0 0 . 0 
o f M i s s i n g O h s e i v a t i o n s : 0 
7 6 - 1 1 ， 
KnipJoy^ td by ： by Qll Who to conttalt during paxchas® 
Q11 1 o f 1 
Count 
rrlanda / Oth«r cu 
rson r««latave stomars Rcrvr 
0 1 2 3 Total Q4 
0 1 2 1 4 
4 . 0 
1 1 32 44 5 02 
Oovt. uuits B2.0 
2 5 1 2 8 
JV /enterprises ® • 0 
3 2 4 6 
Others 6•0 
Column 2 39 51 B 100 
Total 2 . 0 3 9 . 0 5 1 . 0 a . O 1 0 0 . 0 
政 of H i s s i n g Observations : 0 
郎 Montlily Salary by Q l l Kho to consult during purchase 
Qll Page 1 of 1 
Count 
Sales pe Friends / Other cu 
r s o n r e l a t i v e sterners Rcnf 
0 1 2 3 Total 
1 2 5 7 Belovr 500RMB 7.0 
2 1 26 43 B 78 
501-1, OOORMB 7 8 . 0 
3 1 8 1 10 1001-2000RMB 10.0 
4 2 1 3 
2 ,001-3,OOORMB 3 . 0 
5 1 1 3,001-4,OOORMB 1.0 
10 1 1 8,001-9,OOOKMB 10 
Column 2 39 51 B 100 
Total 2 . 0 3 9 . 0 5 1 . 0 8 . 0 1 0 0 . 0 
of H i s s i n g Observations : 0 
艾® Telephone at Home b y Qll vmo to consult during purchase 
QIL Page 1 o f 1 
count ‘ 
Sales pe Fr iends / Other cu 
rson r e l a t i v e stomexs Rcnr 
0 1 2 3 Total Q6 _ — _ .. 
0 1 1 1 . 0 
1 2 32 32 4 70 
Tes 70 . 0 
2 7 19 3 2 9 
No 2 9 . 0 
CoLumn 2 39 51 8 100 
Total 2 . 0 3 9 . 0 5 1 . 0 B .O 1 0 0 . 0 
校 o f Missing Observat ions : 0 
1 
7 6 - 1 2 
07 Acc. by g i i Wbo to con.nu 11 daring purchaa* 
g i l Page 1 of 1 
Couut 
5al«s pe rrtends/ Other cu 
raon £«*Idtlv« stoaczs Bxj^ 
0 1 2 3 Total 
Q7 0 1 1 
1 . 0 
1 1 7 4 1 13 
Prlvate-ovm«^ 13 0 
2 6 8 t 15 
rented IS.O 
3 1 12 21 3 r? 
hostel 3 7 . 0 
4 14 18 2 34 
stay with parent 3 4 . 0 
" Colmnn 2 39 51 B 100 
Total 2 . 0 3 9 . 0 5 1 . 0 B.O 1 0 0 . 0 
Woinber of Massing Observations : 0 
by Q i i Who to consult during purchase 
Q l l Page 1 of 1 
Count . 
Sales pe Friends / Other cu 
rson r e l a t i v e stcmers R w 
0 1 2 3 Total Q23 . ---•••• •• •-
1 4 9 • 3 16 "Slectrical 
• • • • — — - — 
2 9 11 20 J^ellery 20.0 • 
3 1 10 9 4 24 
Cosffletic 2 4 . 0 
.--一 — — — — —— 一 •“ “ I 
4 1 16 22 1 I 40 
»^shion ！ 40.0 
.„ ”.！•‘. - - —L — -
ColnniB 2 39 51 8 100 
Total 2 . 0 3 9 . 0 5 1 . 0 8 . 0 1 0 0 , 0 








7 6 - 1 3 
Q3 A^m by Q1.2 DMtttrmlniag factors daring purclias« 
Q12 1 of L 
Count 
Packdgln Brand co Braud po Counwmts Plae* of 
q mpurxsoD pulazlty origin Haw 
1 2 3 4 5 Total 
0 1 1 2 
2 . 0 
1 18 22 14 6 3 63 
20-29 
2 9 6 3 5 1 24 
30-39 24 . 0 
3 1 6 1 1 9 
40-49 9 . 0 
4 1 1 
50-59 10 
5 1 1 
above 60 1 • ° 
CoLnmn 27 3L 24 12 6 100 
Total 2 7 . 0 3 1 . 0 2 4 . 0 1 2 . 0 6 . 0 100 .0 
of Hissing Observations: 0 
K .Level by QL2 Determining factors during purchase 
Q12 Page 1 of 1 
Count 
PacJcagin Brand co Brand po Conments Place of 
q mpaxison pularity origin Row 
1 2 3 4 5 Total 
. •垂一.一__— .—————— — -‘ - — — - 一 一 - — ‘ 0 1 1 
1.0 ——.—-————--
1 1 1 
Prianary 1.0 — ——--— 
2 21 24 16 9 3 73 
Secondary 
3 2 2 5 2 1 12 
Post-Secondary • 0 
- …—- • 
4 1 2 3 1 7 
Coia«ge/Untv. 7-0 
. . 一 .. - - - • - -- J * 
5 2 1 1 4 
Graduate Sch. 
6 1 1 2 
Others 2.0 
Colnnm 27 31 24 12 6 100 
Total 2 7 . 0 31 . 0 2 4 . 0 1 2 . 0 6 . 0 100 . 0 
of Missing Observations: 0 
妇 Sex by Q12 Detexmlaing factors during purchase 
Q12 Page 1 of 1 
Count 
Packagln Rrand co Brand po Conments Place of 
g mparason pnlarity origin Roir 
1 2 3 4 5 Total 
妇 . 
0 1 1 2 
2.0 
1 3 a 10 3 3 27 
Male 27 . 0 
2 24 22 11 B 3 71 
Coltimn 27 31 24 12 6 100 
Total 2 7 . 0 31 0 2 1 . 0 12 0 6 . 0 100 0 
" tOBb** ! o f H i s s i u g O b s e r v a t i o n s : 0 
7 6 - 1 4 ， 
Employed by ： by Q12 D«*tttrmlolug fiioLora duriug purchaa« 
Q12 P叫* 1 of 1 
Couut 
Packaglu Br2AJud co Brand po Coinaents Plac* of 
q npaxJsoD polarity origin iu>w 
1 2 3 4 5 Total I 
0 2 2 4 
4 . 0 
1 26 27 18 d 2 82 
0<>\rt. uults 0 
2 2 4 1 1 8 
enterprises B.O 
3 1 2 2 1 6 
Others « 0 
Colmnn 27 31 24 12 6 100 
Total 2 7 . 0 3 1 . 0 2 4 . 0 1 2 . 0 6 . 0 1 0 0 . 0 
Ntiiaber^ of Missing Observations : 0 
如 Montlily Salary by Q12 Detezminang factors during purcliase 
Q12 Page 1 of 1 
Count 
Packagin Brand co Brand po Comments Place of 
q mparison puLarity origin Rov 
1 2 3 4 5 Total 
1 3 3 1 7 
Below 500RMB 
2 23 25 17 10 3 79 
S0l-i,0OORMB 7 8 . 0 • ~ - - • - • • _ 
3 1 3 3 2 1 10 
1001-2000RMB 1 0 』 • _ .. •• , - , r — - — - - —- — • 
4 ^ " 3 3 、 2,001..3,OOOEKB 3.0 
. _ _ - • • • . — - - — • - - - — • • — • — • • 
5 1 1 
^/OOL-4,OOORMB 1 』 
10 …_ 1 1 
®/OOt-9,OOORMB 1-0 
CoLnnm 27 31 24 12 6 100 
Total 2 7 . 0 3 1 . 0 2 4 . 0 1 2 . 0 6 . 0 1 0 0 . 0 
^^aaber of H iss ing Observations : 0 
如 Telephone at Home by QL2 Determining factors daring purchase 
Q12 Page 1 of 1 
Count 
Packagin Brand co Brard po Comnents Place of 
g mparison pulax ity origin Row 
1 2 3 4 5 Total ——- — 0 1 1 
1 . 0 
t 20 19 19 9 3 70 
Tes 7 0 . 0 
2 7 12 5 3 2 29 
No 2 9 . 0 
CoLnmn 27 31 24 12 6 100 
Total 2 7 . 0 3 1 . 0 2 4 . 0 1 2 . 0 6 . 0 1 0 0 . 0 
"iJaib^j. of Missing Observations : 0 
I 
1 
7 6 - 1 5 
Q7 Acic. by Q12 DtttttEnlnlng tactora during piirciia&« 
Q12 1 of I COUDt Pacl^ agln Brand co Draud po Comtnents Plac* of q mparisoD puXaraty origin Kw 1 2 3 4 5 Total Q7 0 1 1 
1 . 0 
1 1 s 5 2 13 
private-owned 13 0 
2 5 4 4 1 1 rented 
3 12 13 8 3 1 37 hostel 3*7.0 
4 9 9 7 B 1 34 stay with parMt 34.0 
- Column 27 31 24 12 6 100 Total 27.0 31.0 24.0 12.0 6.0 100 .0 
Ntnnber of Missing Observations: 0 
Q23 by Q12 Determining factors daring purchase 
Q12 Page 1 of 1 Count Packagin Brand co Brand po Comnents Place of q n^arison puLarity origin Row 1 2 3 4 5 Total Q23 _ 一-" 1 1 7 5 3 16 
Blectr ical 1 6 . 0 
2 6 5 5 1 3 20 Jewellery 20.0 
- — •• - • — - • . 一 -3 6 6 5 5 2 24 Cosaaetic 24.0 
, „ ._ .. . - - - — — — • — 4 14 13 9 3 1 40 Fashion • 0 
_ _ _ — • __ __ ___[ . • . . •L.-一 •‘一- . .. —i — J Colnmn 27 31 24 12 6 100 Total 27.0 31.0 24.0 12.0 6.0 100-0 
"umber of Missing observations: 0 
‘ 7 6 - 1 6 
01 by Q13 HouA«»Uold products brand change fr«*q. 
Q13 1 o f 1 , 
Cou n t 
I Onott a m B v « r y tb H a l f a y Once a y Over a y 
onth mont oar ear ear Hovr 
0 1 2 3 4 5 T o t ^ l 
0 1 1 2 
2 . 0 
1 9 27 14 H 9 63 
20-29 63 0 
2 2 9 7 3 3 24 
30-39 24.0 
3 1 1 4 2 1 9 
40-49 
4 1 1 
50-33 l . O 
5 1 1 
above 60 1 ° 
Colimm 1 12 40 23 9 1 5 1 0 0 
Total 1 . 0 1 2 . 0 4 0 . 0 2 3 . 0 9 . 0 1 5 . 0 1 0 0 . 0 
Rtaaber of Hissing Observations: 0 
Q2 E. Level by QL3 Household products brand cliangc freq. 
g i 3 Page 1 o f 1 
Count 
Once a m E v e r y th H a l f a y O n c e a y Over a y 
onth r e e mont e a r e a r e a r Raw 
0 1 2 3 4 5 T o t a l 
Q2 _______ . . , 一 - — - . . • - • — . — — • • — — • - - • 
0 1 1 
1.0 
1 1 1 
Prijaary 1 - 。 
一 . _ . - — — — — - - • - - - - — — • — — • 2 1 10 28 19 6 9 73 
Secondary ” — . —— ——— - - •— — •— 
3 1 6 2 3 12 
Post-Secondary 12.0 
4 3 2 2 7 College/DQiv. 7.0 
. — . - — — — 5 1 2 1 4 
Graduate 2ch. ^ ^ 
6 1 1 2 
others 2 . 0 
Colnnm 1 12 40 2 3 9 1 5 1 0 0 
T o t ^ l 1 . 0 1 2 . 0 4 0 . 0 2 3 . 0 9 . 0 1 5 . 0 1 0 0 . 0 
of Hissing Observations: 0 
妇 S e x b y Q13 H o u s e h o l d p r o d u c t s b r a n d c h a n g e f r e q . 
Q13 Page t o f 1 
Count 
Once a m E v e r y th H a l f a y O n c e a y Over a y 
onth r e e mont e a r e a r e a r Row 
0 1 2 3 4 5 T o t a l Q3 0 1 1 2 2 . 0 
1 3 9 6 4 5 2 7 
Male 2 7 . 0 
2 1 B 31 11 5 9 71 resale 71.0 
Column 1 12 40 ？3 9 I S 1 0 0 
T o t a l 1 . 0 1 2 . 0 4 0 . 0 23 0 9 . 0 15 0 1 0 0 0 
^ ^ H - T o f M i s s i n g O b s e r v a t i o n s : 0 
» 
7 6 - 1 7 
Q4 Kioploy«d b y : b y QL3 Household product^t brand ci*aiig«» 
Q13 I ot 1 
Count 
One* a m Ev«ry tb Halt a y Ouc» a y Over a y 
onth ree mont aar «ax ear Hovf 
0 1 2 3 4 S Total Q4 
0 2 2 4 4 0 
1 1 10 34 21 7 9 U2 
Govt, u n i t s ° 
2 1 2 1 1 3 8 
J V / e n t « r p r i s e s ® • 。 
3 1 2 1 1 1 6 
Others 6 0 
column 1 12 40 2 3 9 15 . 1 0 0 
T o t a l 1 . 0 1 2 . 0 4 0 . 0 2 3 . 0 9 . 0 15 0 1 0 0 . 0 
Number- of H i s s i n g O b s e r v a t i o n s : 0 
Q5 Monthly S a l a r y by g i 3 Household p r o d u c t s braud change f r e q . 
Q13 奴 g® 1 of 1 
Count 
Once a m Every th H a l f a y Once a y Over a y 
on til r e e mont e a r e a r ear Rcnr 
0 1 2 3 4 5 T o t a l 
QS — — -‘- — “ •—. 
1 1 4 2 7 Belovf 500RMB 7.0 
. . . - • -- — - • • ~ *' 
2 1 10 2 9 2 1 7 10 78 S01_1,OOORMB 78.0 
3 5 1 1 3 10 
1001-2000RMB 10 0 
_• . , — > — 一 一 - 一 — — — 一 -4 2 1 3 2,001"3,OOORMB 3.0 
5 “ — 1 — 1 
3 *001-4 ,OOORMB 1 . 0 
— — 
10 1 1 ®/OOl-9,OOORMB 1.0 
column 1 12 40 2 3 9 IS 1 0 0 
T o t a l 1 . 0 1 2 . 0 4 0 . 0 2 3 . 0 9 . 0 1 5 . 0 l O C O 
^QJnber of H i s s i n g O b s e r v a t i o n s : 0 
勺® T e l e p h o n e a t Home b y Q L 3 Household p r o d u c t s b r a n d ciiange f r e q . 
Q13 Page 1 o f 1 
Count 1 
once a m Every th H a l f a y Once a y Over a y 
on til r e « mont e a r « a r ear Rovr 
0 1 2 3 4 5 T o t a l 
0 1 1 
1 . 0 
1 1 7 2 8 18 6 10 70 
t e s 7 0 . 0 
2 5 11 5 3 5 2 9 
No 2 9 . 0 
. —」-—-—.. --• --
Colnnm 1 12 40 23 9 15 1 0 0 
T o t a l 1 . 0 1 2 . 0 4 0 . 0 2 3 . 0 9 . 0 1 5 . 0 1 0 0 . 0 
"onib^r of M i s s i n g O b s e r v a t i o n s : 0 
1 
7 6 - 1 8 
Q7 Atxr. by g i 3 Hoas4»boId prcxlocts bra ad chanq® t r ^ q . 
Q13 Pag« I ot 1 
Count 
O n e * a m B v « r y tb H a l f a y O u c « a y Over a y 
on til rttc mont e a r « a x M r 
0 1 2 3 4 5 T o t a l 
Q7 0 1 1 
1 . 0 I 
1 1 6 1 4 1 13 
private-own e<l “ 0 
2 2 7 6 1 15 
rented 
3 1 4 17 8 2 5 37 
h o s t « l ” 0 
4 5 9 9 2 9 34 
stay w i t h p a r e n t 34 • 0 
- Colnmn 1 12 40 23 9 1 5 1 0 0 
T o t a l 1 . 0 1 2 . 0 4 0 . 0 2 3 . 0 9 . 0 1 5 . 0 1 0 0 . 0 
Number o f M i s s i n g O b s e r v a t i o n s : 0 
b y Q13 Household p r o d u c t s b r a n d cliange f r e q . 
Q13 1 o f 1 
Couat 
Once a m Every th H a l f a y Once a y over a y 
onth r e e mont e a r e a r ear Ron 
0 1 2 3 4 5 T o t a l 
一 
1 2 4 5 3 2 16 
B l e c t r i c a l 0 
2 1 9 4 4 2 2 0 
Jewel lery 
_i • �-__,__ . a p — — - • — . — —. - - - ———^ 3 2 11 3 0 24 
Cosmetic 2 4 . 0 _ — 
4 1 7 16 11 2 3 40 
rashion 40.0 … 」 -- — • - 」 
colnmn 1 12 40 2 3 9 1 5 1 0 0 
T o t a l 1 . 0 1 2 . 0 4 0 . 0 2 3 . 0 9 . 0 1 5 . 0 l O O . O 
" O a b e r of M i s s i n g O b s e r v a t i o n s : 0 
, 7 6 - 1 9 
•Ql Agm by Q14 What to do i f unsa t i s f i ed w i t h products 
Qlil Pug0 1 of 1 
Count 
Mo cooipl Tela oth Complain Dnnazid t 
atnt « rs o ctianqe How 
0 1 2 3 4 Total 
O i l 2 
2 0 
t 1 22 16 1 23 63 20-29 0 
2 1 6 10 1 6 24 30-39 24 0 
3 1 3 2 3 9 40-49 9 � 
4 1 1 50-59 1 ° 
5 1 1 
above 60 ^ ° 
colnmn 3 29 31 4 33 100 
Total 3 . 0 2 9 . 0 3 1 . 0 4 . 0 3 3 . 0 100 .0 
Ntanber of Miss ing Observations : 0 
Q2 B . L e v e l by Q14 What to do i f u n s a t i s f i e d with products 
Q14 Page 1 of 1 
Count 
No cctapl Tel l oth Complain Demand t 
a iat ers o change Row 
0 1 2 3 4 Total 
Q2 I • — — - - - •• - — — - — — • 
— 0 1 1 
1 . 0 
- — .... ——— — .' 
L 1 1 
Primary 1 。 
. - —— — — — • -
2 1 21 21 1 29 73 
Secondary • ° 
• _ _ •• • •一 一 - — — — - - • — — — — — — — 
3 g 4 2 ,12 
Post-Secoadary . ° 
4 1 1 3 2 7 
C o l l e g e / u n i v . — 
5 2 1 1 4 
Graduate Sch. 
6 1 1 2 
Others 2.0 
t 
colnmn 3 29 31 4 33 100 
Ttotal 3 . 0 2 9 . 0 3 1 . 0 4-0 3 3 . 0 1 0 0 . 0 
of Miss ing Observations : 0 
妇 Sex by Q14 wUat to do i f u n s a t i s f i e d w i t h products 
<314 Page 1 of 1 
Count 
No compl T e l l oth Complain Demand t 
a int ers o change Row 
0 1 2 3 4 Total Q3 
0 1 1 2 
2.0 
1 4 10 3 10 27 
Hiile 27 0 
2 2 25 21 1 22 71 J'eniale 71 0 
Column 3 29 31 4 33 100 
Tot-al 3 . 0 29 0 31 . 0 “ 3 3 . 0 100 0 
o f M i s s l n q O b s ( » r v a t i o n s ; 0 
7 6 - 2 0 
Q4 Kmploy^d k>y ： b y Q14 Wluit to do i f uusatl&£i«»d w i t h prod acts 
Q14 Page 1 of 1 
Count 
No ccjcnpl T e l l oth Complain D^nuuid t 
a t n t « r s o ctiaDge How 
0 1 2 3 4 T o t a l 
Q4 
0 2 1 1 4 
4 0 
1 1 24 25 L 31 82 
Govt, u u i t s 8 2 . 0 
2 2 1 3 2 8 
e n t e r p r i s e s B . O 
3 2 4 € 
Others 0 
Colnnm 3 2 9 31 4 33 100 
T o t a l 3 . 0 2 9 . 0 3 1 . 0 4 . 0 3 3 . 0 1 0 0 . 0 
Number o£ M i s s i n g O b s e r v a t i o n s : 0 
05 Monthly Salzury by Q14 What to do i f u n s a t i s f i e d w i t h products 
Q14 Page 1 of 1 
C o u n t 
No prrffipi T e l l oth Complain Demand t 
a i n t e r s o c h a n g e Row 
0 1 2 3 4 T o t a l Q5 
1 2 3 2 7 
BeLovr B O O R M B 
2 2 2 1 2 2 2 31 78 
501-1,OOOKMB 7 8 . 0 —- — - — ———— • 3 1 6 3 10 
1001-2000RMB 1 0 』 
4 2 1 I 3 
2 , 0 0 1 - 3 , O O O R M B , 3-0 
_ . _ 一 - . — 一 - . 一 一 — - 一 一 - — — - - • - • . - … 一 … — — -
5 1 1 
3 , O O I - 4 , O O O R M B 
10 1 ^ 
8 ,OOl-9 ,OOORMB L 0 
—^  1 - L --丄•-. .——-
Column 3 2 9 31 4 33 100 
T o t a l 3 . 0 2 9 . 0 3 1 . 0 4 . 0 3 3 . 0 1 0 0 . 0 
Hinnber o f M i s s i n g O b s e r v a t i o n s : 0 
^fi T e l e p h o n e a t Hohw b y Q14 What to do i f u n s a t i s f i e d w i t h p r o d u c t s 
Q 1 4 Page 1 of 1 
Count 
No coinpl T e l l oth Complain Demand t 
a i n t e r s o c h a n g e Row 
0 1 2 3 4 T o t a l Q6 
0 1 1 
1 . 0 
1 2 22 24 2 2 0 70 
l e s 7 0 . 0 
2 1 7 2 13 2 9 
Ho 2 9 . 0 
Column 3 2 9 31 4 33 100 
T o t a l 3 . 0 2 9 . 0 3 1 . 0 4 . 0 3 3 . 0 1 0 0 . 0 
of M i s s i n g O b s e r v a t i o n s : 0 
， • 7 6 - 2 1 
07 Acc. by gi-1 Whjjt to do tf nnaatisfi^d vnth products 
4 Pa^A 1 of L 
Couut 
Ho cnnpl Tell oth Complain Demand t 
atnt «rs o cluanqe Row 
0 1 2 3 H Total Q7 
0 1 1 
1 . 0 
1 1 1 6 2 3 13 
private-owned 0 
2 5 4 1 5 15 rented ISO 
3 1 11 11 1 13 37 
hostel 37 0 
4 12 10 12 34 
stay Kith parent 3 4 . 0 
- Colnnm 3 29 31 4 33 100 
Total 3 . 0 2 9 . 0 3 1 . 0 4 . 0 3 3 . 0 100 . 0 
於nmber of Misslag Observations: 0 
by Q14 What to do i f unsatisf ied with products 
g i4 Page 1 of 1 
Count 
No compl Tel l oth Complain Demand t 
atnt ers o cXxange Row 
0 1 2 3 4 Total .. . _ — • •• — - — _ 
1 3 7 1 5 16 
Klectrical 1右 0 
2 4 8 2 { 6 20 
Jewellery j 20.0 . - - -j — 
3 2 9 8 1 1 4 24 
Cosmetic 丨 丨 2 4 . 0 
--- 1 1 
4 1 13 8 18 j 40 
fashion 丨 
S- J— — ——� — 
colnmn 3 29 31 4 33 100 
Total 3 . 0 2 9 . 0 3 1 . 0 4 . 0 3 3 . 0 100 . 0 
•^naiber of Missing Observations: 0 
‘ 7 6 - 2 2 
01 hg^ by Qt5 Dttttunolnliig factor for prtxloct'a success 
Q15 X of 1 
Count 
* Quality Proiwatto Price Accesslb Others 
n effort rllty Row* 
0 1 2 3 4 5 Total 
O i l 2 2 . 0 
1 1 43 6 10 1 2 63 20-29 63.0 
2 17 2 4 1 24 
30-39 2 4 . 0 
3 4 5 9 40-49 9.0 
4 1 1 
50-59 1 0 
5 1 1 
above 60 1 • 。 
Column 1 67 8 20 2 2 100 
Total 1 . 0 67 .0 8 . 0 2 0 . 0 2.0 2.0 100.0 
说timber of Missing Observations: 0 
B .Level by Q15 Determining factor for product 's success 
Q15 Page 1 of 1 
Count 
Quality Promotio Price Accessil> Others 
n effort i l i t y Rem 
0 1 2 3 4 5 Total Q2 _ - — —-
0 1 1 
1 . 0 — 
1 1 1 
Primary 1 _ ° 
„,…- •— - — — — — - • 
2 50 7 13 1 2 73 
Secondary ”•。 
3 5 1 6 12 
Post-Secondary .0 
4 5 1 1 7 
Coiaege/tmtv. 7 .0 
5 4 4 
Graduate Sch. 
6 2 2 Others 2.0 
CoLnmn 1 67 8 20 2 2 100 
Total 1 . 0 67 .0 8 . 0 2 0 . 0 2 . 0 2 . 0 1 0 0 . 0 
"""aber of Missing Observations: 0 
妇 Sex by QIS Detexntining factor for product‘s success 
Q15 Page 1 of 1 
Count 
QuaLity Prcanotio Price Accessib Others 
n effort i l i t y Rent 
0 1 2 3 4 5 Total Q3 
0 1 1 2 
2 . 0 
1 21 1 5 27 
Male 2 7 , 0 
2 1 15 7 15 1 2 71 
'"enuile 7 1 . 0 
Column 1 8 ？0 2 2 100 
Total 1 . 0 67 . 0 8 . 0 2 0 . 0 2 . 0 2 0 1 0 0 . 0 
"'oabf.r of Missing Observations: 0 
， • 7 6 - 2 3 
Kuiploywd by ： by Q15 Dtttttruaulag factxjr f o r pr tx loct ' s sucowiis 
g i 5 Pag^t 1 o f 1 
Count 
C^uiility P r o n ^ t l o P r i c e Ajcce2.sli> O t h « r 3 
D « t r o r t i l l t y Rovf 
, 0 1 2 3 4 5 T o t ^ l 
O I L 1 1 4 4.0 
1 57 8 14 1 2 02 
Govt, un i t s 82.0 
2 6 2 8 
J V / e n t e r p r i s e s ® • ® 
3 3 3 6 
Others fi 0 
Colnmn 1 67 8 20 2 2 1 0 0 
Total 1 . 0 6 7 . 0 8 . 0 2 0 . 0 2 . 0 2 . 0 1 0 0 . 0 
Number of K i s s i n g O b s e r v a t i o n s : 0 
Q5 Monthly Sa lary by Q 1 5 Determin ing f a c t o r f o r p r o d u c t ‘ s s u c c e s s 
Q15 Page 1 of 1 
Count 
Q u a l i t y Promotio P r i c e A c c e s s i b O t h e r s 
n e f f o r t l l i t y Rcw 
0 1 2 3 4 5 T o t a l 
Q5 
1 4 2 1 7 Belorvf 500RMB 7.0 
2 1 52 8 1 5 2 78 
SOl-l,OOORMB 78.0 
3 7 2 1 10 L001-2000RMB 10.0 
_ . _ 一 . 一 — — • — — — - ~ • -4 2 1 3 2,OOL-3,OOORMB 3.0 
s — 1 1 3,001-4,OOORMB 
. . _ . - ~ - — - -• - • . 一 - - . — -
10 1 1 fi,OOl-9,OOORMB 1.0 
Colnnm 1 67 8 20 2 2 1 0 0 
Total 1 . 0 6 7 . 0 8 . 0 2 0 . 0 2 . 0 2 . 0 1 0 0 . 0 
number of H i s s i n g O b s e r v a t i o n s : 0 
Q® Te lephone a t Home b y Q15 Determining f a c t o r f o r p r o d u c t ' s s u c c e s s 
Q 1 5 Page L o f 1 
Count 
Q u a l i t y Proiaotio P r i c e A c c e s s i b O t h e r s 
a e f f o r t l l i t y Rcr»r 
0 1 2 3 4 5 T o t a l Q6 
0 1 1 
1 . 0 
1 44 7 1 5 2 2 70 
Tes 7 0 . 0 
2 23 1 5 2 9 
Mo 2 9 . 0 
Colnmn 1 6 7 8 20 2 2 1 0 0 
Total 1 . 0 6 7 . 0 8 , 0 2 0 . 0 2 . 0 2 . 0 1 0 0 . 0 
*'Qml>er of His^ inq Observations: 0 
， • 7 6 - 2 4 
07 Acc. tyy l>«t4»niLlnlng fac tor f o r product ' a success 
giS Pagu 1 of 1 
Couut 
Quality Proinatlo Price AccessiJ> Others 
n « « o r t tlity a w 
0 1 2 3 4 5 Total Q7 
0 1 1 
1.0 
1 9 2 1 1 13 
private-owned 口 0 
2 11 1 3 IS 
rented ® 
3 27 3 7 37 
hostel 37 0 
4 20 2 9 1 2 34 
stay with parent ^^ • ® 
Colnmn 1 e*? 8 2 0 2 2 lOO 
Total 1 . 0 67 .0 8 . 0 2 0 . 0 2 . 0 2.0 1 0 0 . 0 
Number of Kissing Observations: 0 
Q23 by QLS Determining factor for product 's success 
g i5 Page I of 1 
Count 
Quality Promotio Price • Accessib Others 
n ef fort H i t y Rcw 
0 1 2 3 4 I 5 Total Q23 • - • —• - • -.——— ---
1 13 1 2 16 
Electrical 
_ _ _ . . . - . • - . . . . 一 - - - - - — — 
2 14 6 20 
Jewellery .2° 0 
• . „ - _ 一 . . . _ — - — — • - — • - • - ‘ 
3 1 14 1 6 2 24 
Cosmetic 2 4 . 0 
4 . 2€ 6 « 2 40 
rashion 40-0 
— -J — ‘“ •」 • 
colnmn 1 6 7 8 20 2 2 1 0 0 
Total 1 . 0 67 .0 8 . 0 20 .U 2 . 0 2 . 0 1 0 0 . 0 
说amber of Missing Observations: 0 
» . • 
7 6 - 2 5 1 
by Q1.6 Tiiiuqj^ to puxcb^stt In 6 mouths 
QIC 1 of 1 COUDt 
K I « . app m x n i t u r CLotbiuq Others 
” X lanoe « Y 
0 t 2 3 H 5 Tot 这 1 Qi o i l 2 2 . 0 
1 2 2 3 6 17 5 10 63 
20-29 
2 1 7 4 6 2 4 24 
30-39 24.0 
3 2 4 2 1 9 
40-49 9 . 0 
4 1 1 50-59 1 ° 
5 
above 60 1 •� 
Colnmn 3 34 14 2 6 8 1 5 1 0 0 
T o t a l 3 . 0 3 4 . 0 1 4 . 0 2 6 . 0 8 . 0 1 5 . 0 1 0 0 . 0 
N u m b e r o f M i s s i n g O b s e r v a t i o n s : 0 
Q2 B . L e v e l b y Q16 T h i n g s to par c h a s e i n 6 montiis 
Q 1 6 Page 1 o f 1 
Count 
E l e . app F u r n i t u r C l o t h i n g J e w e l l e r O t h e r s 
l i a n c e e y Rcw 
0 1 2 3 4 5 T o t a l 
' 0 1 1 
1 . 0 
. -1 1 1 
Prijnary 1 . 。 
2 2 2 5 10 1 9 7 10 73 
Secondary ” • 。 
_ —.. — - — — — — 一 — — • - — • ‘ - -
3 5 2 4 1 12 
Post-Secondary . 0 
-• • — •今 • - • --
4 1 2 1 3 7 
C o l l e g e / U n i v . 
, 一 . . — - • - - - • • - -• — • • 一 ’ 
5 1 1 2 4 
G r a d u a t e Sch . 
6 2 2 
Others 2 • 0 
Column 3 34 14 2 6 8 1 5 1 0 0 
T o t a l 3 . 0 3 4 . 0 1 4 . 0 2 6 . 0 8 . 0 1 5 . 0 1 0 0 . 0 
Nnmber o£ M i s s i n g O b s e r v a t i o n s : 0 
Sex b y Q16 T h i n g s to p u r c h a s e i n 6 months 
Q 1 6 Page 1 o f 1 
Count 
E l e . app F u r n i t u r C l o t h i n g J e w e l l e r O t h e r s 
l i a n c e e y Ron 
0 1 2 3 4 5 T o t a l Q3 
0 a 1 2 
2 . 0 
1 2 1 3 3 6 1 2 2 7 
Male 27.0 
2 2 1 11 20 7 12 71 
r « n a l e 7 1 . 0 
Colnnm 3 34 14 2 6 8 I S 3 0 0 
T o t a l 3 . 0 34 0 1 4 . 0 2 6 0 8 . 0 1 5 0 1 0 0 . 0 
校*imt>er of Missi ng Observations: 0 
7 6 - 2 6 
QA icniploy^d by ; by QI6 Things to purclias* in 6 montha 
QIC 1 of 1 
Count 
Ele . dpp rurnttur Clothtng J w e l r Others 
I lance « y B w 
0 1 2 3 1 5 Tot-il 
Q4 0 1 1 I 1 ^ 
4 . 0 
1 2 31 10 19 6 14 82 
Oovt. u n i t s 8 2 . 0 
2 2 3 1 2 8 
JV /enterprises ® ® 
3 1 5 6 
Othexs C • 0 
Colmnn 3 34 14 26 8 15 100 
Total 3 . 0 3 4 . 0 1 4 . 0 2 6 . 0 8 0 1 5 . 0 1 0 0 . 0 
Hoaber of Missing Observations : 0 
Q5 Montliay Salary by Q IS Things to purchase in 6 months 
Q16 Page 1 of 1 
Count 
Ele . app rurnitur Clothing Jeweller Others 
l i ance e y How 
0 1 2 3 4 5 Total 
QS ... — — — - •— ••• .-—-
1 1 3 1 2 7 
Below 500RMB 7 . 0 
2 2 27 12 21 5 11 78 
SOl-l,OOORMB 
, , , „ . I . - 一 11 — ——_—- — 
3 1 5 1 1 2 10 
1001-2000RMB 0 
4 1 1 1 3 
2,001-3,OOORMB 3 . 0 
5 — 1 1 
3 ,001-4,OOORMB • 
10 1 1 
001-9,OOORMB 1 . 0 
Colmnn 3 34 14 26 8 15 100 
Total 3 . 0 3 4 . 0 1 4 . 0 2 6 . 0 8 . 0 1 5 . 0 1 0 0 . 0 
Ntnnber of H i s s i n g Observations : 0 
Telephone at Home by Q16 Things to purcliase in 6 months 
Q16 Page 1 o f 1 
Count 
Ele . app rurnitur Clotblnq Jeweller Others 
l i ance e Y ^cw 
0 1 2 3 4 5 Total 
Q f i 一 . . . ， . 一 . . . . 
0 J- 1 1 . 0 
1 2 24 10 n 6 11 70 
Tes 70 . 0 
2 1 10 4 9 2 3 29 
No 2 9 . 0 
Colmnn 3 34 14 26 8 15 300 
Total 3 . 0 3 4 . 0 1 4 . 0 2 6 . 0 8 . 0 1 5 . 0 1 0 0 . 0 
"oaib^r of H i s s i n g Observations : 0 
7 6 - 2 7 ‘ 
Q7 Atic. by T U l u g s tu purclutsM in 6 luoutbs 
Q16 tag* 1 of 1 
Count 
r . l » . app m r n t t u r CLothiuq J w e l l o r Oth<tr9 
l l a n o * « y 
0 1 2 3 4 5 T o t a l 
Q7 
0 1 1 
1 . 0 
1 2 6 2 1 2 13 
pri.v.)1.«-umi«d 1 3 . 0 
2 5 1 5 2 2 15 
rented IS 0 
3 1 3 9 7 3 S 37 
h o s t e l 3 7 . 0 
4 1 10 2 1 3 1 7 34 
stay w i t h p a i e n t ^^ ° 
Colnnm 3 34 14 2 6 8 1 5 1 0 0 
- T o t a l 3 . 0 3 4 . 0 1 4 . 0 2 6 . 0 8 . 0 1 5 . 0 1 0 0 . 0 
Number of M i s s i n g O b s e r v a t i o n s : 0 
Q23 b y Q16 T h i n g s to p u r c h a s e i n 6 months 
Q 1 6 Page 1 o f 1 
Count 
t i e . app m r n i t u r C l o t t i n g Jevreller O t h e r s 
l i a n c e e y Rc^ 
0 1 2 3 4 5 T o t a l 
Q23 
1 2 5 6 3 16 
E l e c t r i c a l 
2 a 3 5 4 2 0 
Jewellery 
3 1 7 3 9 2 2 24 
Cosmetic 2 4 . 0 
4 14 8 1 1 1 6 40 
rashion 40 0 
一 . _ L. — -J — — * 一 — 
colnnm 3 3 4 14 2 6 8 1 5 1 0 0 
T o t a l 3 . 0 3 4 . 0 1 4 . 0 2 6 . 0 8 . 0 1 5 . 0 1 0 0 . 0 
o f H i s s i n g O b s e r v a t i o n s : 0 
‘ 7 6 - 2 8 
01 by Q17 El«. app. to purcJuis® tn 6 uiouLha 
Qll Pag- I of 1 
Count 
T V . R « f r i g « r A ir-cond MD M<ichl Hi-fi V i d » o K a r a o k * cii O t h « r s 
•‘ a tor itaoner no 耻“ Ucn, 
0 1 2 3 4 5 6 7 8 9 T o t a l 
0 1 1 2 
2 . 0 
1 3 1 7 9 6 11 7 1 1 14 €3 
2 0 - 2 9 " 0 
2 3 1 7 3 2 1 3 4 24 30-39 24.0 
3 3 1 2 1 1 1 9 
40-49 ® 0 
4 1 1 50-59 1.0 
5 1 1 
aiaove 60 ^ ‘ ® 
Colnnm 3 7 9 16 9 1 5 10 9 2 20 1 0 0 
T o t a l 3 . 0 7 . 0 9 . 0 1 6 . 0 9 . 0 1 5 . 0 1 0 . 0 9 . 0 2 . 0 2 0 . 0 1 0 0 . 0 
Noiaber of H i s s i n g O b s e r v a t i o n s : 0 
Q2 K . L e v e l b y Q17 B l e . app . to purchase i n 6 jnonths • 
Q17 Page 1 of 1 
Count 
T V . R s f r i g e r Air-cond WD Maclii H i-f i V i d e o K a r a o k e V i d e o ca O t h e r s 
ator itioner ne mera R w 0 1 2 3 4 5 6 7 8 9 Total Q2 ^ .. . ^ - —. — - - •-• • •  —- - - - — -— 1 1 
1.0 
— 一 - - • — - — — — — — - — — — - • - - 一 - - — -• • — — ' — 1 ‘ 1 1 
Primary 1 • ° 
— — 一 — . . - + — 2 3 6 7 1 1 8 8 7 7 1 1 5 73 
Secondary ” • ° 
3 2 2 4 2 1 L 1 2 
P o s t- S e c o n d a r y -一 ^ ^ ‘ ° 
4 2 2 1 1 . 1 7 
Colieg«/Univ. 7.0 
5 1 - 1 2 4 
G r a d u a t e S c h . ^ ° 
6 . — 1 1 2 
。the« I I 2.0 
Colnmn 3 7 9 1 6 9 1 5 10 9 2 20 1 0 0 
To ⑷ 3 0 7 . 0 9 . 0 1 6 . 0 9 . 0 1 5 . 0 1 0 . 0 9 . 0 2 . 0 2 0 . 0 1 0 0 . 0 
"ttaber o f M i s s i n g O b s e r v a t i o n s : 0 
S e x b y Q17 B l e . app . to purchase i n 6 months 
gl7 Page 1 of 1 
Count 
T . V . R e f r i g e r Air-cond WD Maclii H i - f i V i d e o K a r a o k e V i d e o ca O t h e r s 
a t o r i t i o n e r ne mera Bow 
0 1 2 3 4 5 6 7 8 9 T o t a l Q3 
0 1 1 2 2 . 0 
1 3 5 2 3 1 6 2 3 1 1 2 7 
M a l e 2 7 . 0 
2 2 7 12 8 9 8 6 1 10 71 
'-•saale 71.0 
Column 3 7 9 16 9 15 10 9 2 20 1 0 0 
TotaJ 3 . 0 7 . 0 9 . 0 1 6 , 0 9 . 0 3& 0 1 0 . 0 9 0 2 . 0 20 0 1 0 0 0 
"'oabf.r o f M i s s i n g O b s e r v a t i o n s : 0 
， • 7 6 - 2 9 
Q4 Kiaployod b y ： b y Qt7 B l « . app. to p u r c h A S * i n 6 months 
Q17 Pa9«* I of 1 
Count 
T V. su*frlg«r X l r -cood WD Macfai H i - f i Vi<l«o lOiraok* Vi<li« ca Others 
a tor I t l o D c r n<» mexa Kow 
0 1 2 3 4 5 6 7 8 9 T o t a l 
Qi 
0 1 1 2 4 
4 . 0 
1 3 5 8 13 9 10 7 8 1 ID 82 
Govt , u u l t s 0 
2 1 1 3 1 1 1 8 
J V / e n t e r p r i s e s ® ° 
3 1 1 1 2 1 6 
O t h e r s 6 0 
column 3 1 9 1 6 9 15 10 9 2 2 0 1 0 0 
T o t a l 3 . 0 7 . 0 9 . 0 1 6 . 0 9 . 0 1 5 . 0 1 0 . 0 9 0 2 . 0 2 0 . 0 1 0 0 . 0 
Number o f H i s s i n g O b s e x v a t i o n s : 0 
Q5 Monthay S a l a r y by Q17 E l e . app . to p u r c h a s e i n € months 
Q17 Page 1 o f 1 
Count 
T . V . R e f r i g e r Air-cond WD Machi H i-f i V i d e o Karaoke V i d e o ca O t h e r s 
a tor i t i o n e r n e mera Rcnr 
0 1 2 3 4 5 6 7 8 9 T o t a l 
Q5 - • - . 一 — •• — - - • - ~ ----
1 4 1 2 7 Belov 500RMB "^-O 
一 . . _ ... — . — — — • — • — -- - - -- • -- - — — -- • - • ... 
2 3 5 9 1 5 8 7 6 8 1 1 6 78 
501-1 ,OOOFMB 7 8 . 0 
3 1 4 2 1 2 10 
L001-2000RMB 1 0 • 0 
• • ——•-譯 _ 一一_ _. _ . 一•.一 • -• — — ——————— - - — —• — — — — ~ — — - - — — ——-—— — - — — 
4 1 1 1 3 
2 , D 0 1 - 3 , O O O R M B 3 . 0 
5 1 1 3,001-4,OOORMB 1.0 
• - - - . . — — — - — — — —- — • - - — - -- — - -
10 1 1 fi,OOL-9,OOORKB I'O —-L ^ ^ — -
Colman 3 7 9 1 6 9 15 10 9 2 20 1 0 0 
T o t a l 3 . 0 7 . 0 9 . 0 1 6 . 0 9 . 0 1 5 . 0 1 0 . 0 9 . 0 2 . 0 2 0 . 0 1 0 0 . 0 
校amber o f M i s s i n g O b s e r v a t i o n s : 0 
如 T e l e p h o n e a t Home b y Q17 E l e . app. to p u r c h a s e i n 6 months 
Q17 Page 1 o f 1 
Count 
T . V . R e f r i g e r A ir-cond WD Maclii. H i-f i v i d e o Karaoke V i d e o c a O t h e r s 
a tor i t i o n e r n e mera Row 
0 1 2 3 4 5 6 - 7 8 9 T o t a l 
0 1 1 
1.0 
• • •‘ — — { 
1 1 4 7 8 8 9 5 8 2 18 70 
Tes 7 0 . 0 
2 2 3 2 7 1 6 5 1 2 29 
No 29.0 
Colnmn 3 7 9 1 6 9 1 5 10 9 2 20 1 0 0 
T o t a l 3 . 0 7 . 0 9 . 0 1 6 . 0 9 . 0 1 5 . 0 1 0 . 0 9 . 0 2 . 0 2 0 . 0 1 0 0 . 0 
o f M i s s i n g O b s e x v a t i o n s : 0 
r — ^ 
7 6 - 3 0 
Q7 A c o . by 0 1 7 ELm . app . to purchasA in 6 mouUis 
g3 7 P a g « 1 of 1 
Count 
T V . Ri»frig«r JUr-cond WD M^chi Hi ti Vicleo R a r a o k « V i d ^ ca O t h « r s 
a tor i t i o n e r ne mexs How 
0 1 2 3 4 5 6 7 8 9 T o t a l 
Q7 0 1 1 
1 . 0 
1 1 2 2 2 1 2 1 2 13 
private-owned 13 0 
2 2 2 3 1 L 2 L 3 1.5 rented ^ .^0 
3 1 3 5 4 2 9 4 3 1 5 37 
h o s t e l 37 0 
4 1 2 6 4 5 3 3 10 34 
stay w i t h p a r e n t 从 0 
Colnmn 3 7 9 1 6 9 1 5 1 0 9 2 20 1 0 0 
- T o t a l 3 . 0 7 . 0 9 . 0 1 6 . 0 9 . 0 1 5 . 0 1 0 . 0 9 . 0 2 . 0 2 0 . 0 1 0 0 . 0 
Wnniber o f M i s s lag O b s e r v a t i o n s : 0 
Q23 b y Q17 B l e . app . to p u r c h a s e i n 6 months 
g i 7 Page 1 o f 1 
Count 
T . V . R e f r i g e r Air-cond WD Machl H i-f i V i d e o Karaoke V i d e o ca O t h e r s 
a tor i t i o n e r n e mera Row 
0 1 2 3 4 5 6 7 8 9 T o t a l 
1 3 2 3 1 2 2 3 16 
K l e c t r i c a l 1 6 . 0 
2 4 2 1 1 3 5 1 3 2 0 
Jewellery 20.0 
. • , — ••一.. I • — — - — • — — — — —- • • •• •丨•_ • — — 一 — • 一 - • • • — - ‘ — - - — — — • • — - — • — 
3 4 3 4 5 5 3 24 Cosiaetic 24.0 - • - • — -• “ • _•. — 
4 1 3 9 3 5 3 4 1 1 1 40 
rashion | 40 0 
Colmnn 3 7 9 16 9 1 5 10 9 2 20 1 0 0 
T o t a l 3 . 0 7 . 0 9 . 0 1 6 . 0 9 . 0 1 5 . 0 1 0 . 0 9 . 0 2 . 0 2 0 . 0 1 0 0 . 0 
Nnaber o f M i s s i n g O b s e r v a t i o n s : 0 
‘ 7 6 - 3 1 
A g « b y Q18 U s u A l l y your payment loethod a r « 
Qltt Paga 1 of 1 
Count 
Caah Caab/Ins Cr»<lit c 'Loans Others 
t a l . ard How 
0 1 2 3 4 I 5 T o t a l Q1 
0 1 1 2 
2 . 0 
1 1 54 2 3 2 1 C3 
2 0 - 2 9 右3 0 
2 21 1 2 24 
30-39 24.0 
3 S 4 » 
40-49 9.0 
4 1 1 
50-59 1 0 
5 1 1 
above 60 1 0 
colnmn 1 82 3 10 3 1 1 0 0 
T o t a l 1 . 0 8 2 . Q 3 . 0 1 0 . 0 3 . 0 1 . 0 1 0 0 . 0 
Somber o f H i s s i n g O b s e r v a t i o n s : 0 
Q2 E . L e v e l b y Q18 U s u a l l y your payment method are 
QIB Page 1 o f 1 
Count 
Cash C a s h / I n s C r e d i t c Loans O t h e r s 
t a l . ard Rcw 
0 1 2 3 4 I 5 T o t a l Q2 一 - . — - • — - - - - 一 • - . 
0 1 1 1.0 
1 1 1 Prijmary 1.� - • - - - • - _ 2 1 65 2 2 2 1 73 
S e c o n d a r y ” 
3 6 6 12 
P o s t - S e c o n d a r y 1 2 . 0 ... f" 
4 4 1 1 1 7 
C o l i e g e / u n i v . I 7 . 0 - - f .. 5 3 1 I 4 Graduate Sch. i 
— i -
6 2 2 Others 2.0 
c o l u m n 1 8 2 3 1 0 3 1 1 0 0 
Ttotal 1 . 0 8 2 . 0 3 . 0 1 0 . 0 3 . 0 1 . 0 1 0 0 . 0 
o f M i s s i n g O b s e r v a t i o n s : 0 
妇 Sex b y Q18 U s u a l l y your payment laethod a r e 
QIB Page 1 o f 1 
Count 
Cash C a s h / I n s Cre<±it c L o a n s O t h e r s 
t a l . ard Rxw 
0 1 2 3 4 5 T o t a l 
0 2 2 2 . 0 
1 1 1 9 1 5 1 2 7 
Hale 27.0 
2 61 2 5 2 1 71 
Ffstuile 7 1 . 0 
Column 1 82 3 10 3 1 1 0 0 
T o t a l . 1 . 0 8 2 . 0 3 . 0 10 0 3 . 0 1 0 1 0 0 . 0 
"'oabf.r of M i s s i n g O b s e r v a t i o n s : 0 
7 6 - 3 2 1 
Kuiploy^^d by : by QIS O ^ u a l l y your paymoul M t b o d arm 
Qia o f 1 
Cou nt 
Cjish C a s b / l n a Cr»<li t c L o a d s O t h e r s 
t a l . aurd How 
0 1 2 3 4 5 T o t a l 
0 3 1 吻 
4 . 0 
1 1 7 5 1 3 a 1 B2 
Govt , u n i t s ® 
2 2 1 & 8 
J V / e n t e r p r i s e s ® 0 
3 2 1 2 1 6 
Others ® ® 
Colnmn 1 82 3 10 3 1 1 0 0 
T o t a l 1 . 0 8 2 . 0 3 . 0 1 0 . 0 3 . 0 1 . 0 1 0 0 . 0 
Number of M i s s l o g O b s e x v a t i o n s : 0 
QS Monthly S a l a r y by g i a U s a a l l y your payment method a r e 
g i a Page 1 o f 1 
Count 
Cash C a s h / I n s Cre<iit c Loans O t h e r s 
t a l . ard Rcrw 
0 1 2 3 4 5 T o t a l 
Q5 - - -- - - • -— 1 6 1 7 
Belovf 500RMB 0 
•眷 .• — 
2 1 68 3 4 2 78 501-L,OOORMB 78.0 
3 6 3 1 10 
3.0Q1-2000RMB tO . 0 
4 1 2 3 2,001-3,OOORMB 3.0 .... — - - •--— 
5 1 1 3,001-4,OOORMB • 1.0 — 
10 1 1 a, 001.-9, OOORKB 
.」 , , I -」•• • — —' — •— • ^ * 
Colnnm 1 8 2 3 1 0 3 L 1 0 0 
T o t a l 1 . 0 8 2 . 0 3 . 0 1 0 . 0 3 . 0 1 . 0 1 0 0 . 0 
l^nmber of H i s s i n g O b s e r v a t i o n s : 0 
Te lephone a t Home b y Q18 U s u a l l y your payment loetiiod a r e 
Q18 P ^ g e 1 of 1 
Count 
Cash C a s h / I n s Cre<lit c L o a n s O t h e r s 
t a l . ard R w 
0 1 2 3 4 5 T o t a l 
Q6 — -… -.. . 
0 1 1 
1.0 
. • . … _ — — — - - - ——— • - * - -- • - — • 
1 58 1 8 2 1 70 
Tes 7 0 . 0 
2 1 2 3 2 2 1 29 
No 2 9 . 0 
Colnnm 1 82 3 10 3 1 1 0 0 
• T o t ^ l 1 . 0 8 2 . 0 3 . 0 1 0 . 0 3 . 0 1 . 0 1 0 0 . 0 
HoBber of M i s s i n g O b s e r v a t i o n s : 0 
76 - 3 3 
Q7 A c o . toy g i B Oftually your payiiwnt M t b o d 
gia Page 1 o f 1 
Count 
CASh C a s h / l n a Crm<lxt c Loans Otht-rs 
t a l . 2Lr(l a w 
0 1 2 3 H S T o t a l 07 
0 1 1 
1 . 0 
1 9 4 13 
private-owned 13 0 
2 11 3 1 15 
r e n t e d 1 5 . 0 
3 1 35 1 37 
h o s t e l 3 7 . 0 
4 2 6 5 2 1 34 
stay *cith p a r e n t 3 4 . 0 
Colnnm 1 82 3 10 3 1 1 0 0 
" T o t a l 1 . 0 8 2 . 0 3 . 0 1 0 . 0 3 . 0 1-0 1 0 0 . 0 
Rotober o f K i s s i n g O b s e r v a t i o n s : 0 
Q23 b y Q18 U s u a l l y your payment xnetiiod a r e 
Q18 Page 1 o f 1 
Count 
Cash C a s h / I n s Cre<lit c L o a n s Others 
t a l . a r d R w 
0 1 2 3 4 5 T o t a l Q23 
1 1 1 1 1 3 16 
E l e c t r i c a l 又6 .0 
2 17 3 2 0 
J e w l l e r y 20.0 
. .. - — • ——— .. — — • — ——— - —- -一-
3 1 5 1 4 3 1 24 
Costtetic j 24.0 
4 3 9 1 40 
rashion 40.0 ..,_ , .. • I 一- • i - - ~ •——-
Colnnm 1 82 3 10 3 1 1 0 0 
T o t a l 1 . 0 8 2 . 0 3 . 0 1 0 . 0 3 . 0 1 . 0 1 0 0 . 0 
Mnmber o f K i s s i n g O b s e r v a t i o n s : 0 
‘ 7 6 - 3 4 
QX Ugm by Q19 B « t t _ r q u A l i t y p r o d u c t s o r i g i n 
Q19 Pay* 1 o f 1 
Count 
M a i n l a n d Hong Kon Taiwan A s i a n Co » . Am. & 
Ch ina g u n t r y Europe Row 
0 1 2 3 4 5 T o t a l —— - - - •• -- . - •-
0 1 . 1 2 
2 . 0 
. — - 一 — 一 - 一•一 - •. — ——• — • - - - • … 
1 2 7 2 1 8 4 2 1 63 
20-29 
1 _.• 1 • — — — • . 丨 — - • -— — — — • • — 
2 4 7 2 6 5 24 30-39 24.0 
3 1 2 2 1 3 9 40-49 9.0 
4 1 1 50-59 1.0 
** • 一 _ • — 一 4 —• - • — — • 一 - • — 
5 1 1 
above 60 1- ° 
Column 2 12 31 12 12 3 1 1 00 
T o t a l 2 . 0 1 2 . 0 3 1 . 0 1 2 . 0 1 2 . 0 3 1 . 0 1 0 0 . 0 
MuiBb«z o f M i s s i n g O b s e r v a t i o n s : 0 
Q2 E . L e v e l b y Q19 B « t t « r q u a l i t y p r o d u c t s o r i g i n 
Q19 Page 1 o f 1 
Count 
M a i n l a n d Hong Kon Taiwan A ^ i a n Co N . Am. & 
C h i n a g u n t r y Europ* Row 
0 1 2 3 4 I 5 T o t a l 
0 1 1 
1.° 
1 1 1 
Primary 1.。 
2 1 11 2 3 7 11 20 73 
Secondary ” • 。 
3 4 1 1 6 12 
Post-Secondary •0 
4 1 4 2 7 
C o l l « g « / D n i v . ，•。 
5 r ~ 1 2 4 
Graduate S c h . 
6 “ 2 
Others 2 . 0 ‘ 
Column 2 12 3 1 12 12 3 1 1 00 
T o t a l 2 . 0 1 2 . 0 3 1 . 0 1 2 . 0 1 2 . 0 3 1 . 0 1 0 0 . 0 
N«nib«r ot M i s s i n g O b s e r v a t i o n s : 0 
Q3 s « x b y Q19 B e t t e r q u a l i t y p r o d u c t s o r i g i n 
Q19 Page 1 o f 1 
Count 
M a i n l a n d Hong Kon Taiwan A s i a n Co N . Am. t 
C h i n a 9 u n t r y E u r o p * Row 
0 1 2 3 4 S T o t a l 
Q3 0 1 1 2 
2 . 0 
1 1 2 4 4 6 10 27 
M a l ^ 2 7 . 0 
2 1 XO 2 6 7 & 2 1 71 remaltt 71.6 
Column 2 12 3 1 12 12 31 1 00 
T o t a l 2 . 0 1 2 . 0 3 1 . 0 1 2 . 0 1 2 . 0 3 1 . 0 1 0 0 . 0 
"'oabf.r o f M i s s i n g O b s e r v a t i o n s : 0 
， • 7 6 - 3 5 
Q4 Employed by : by Q I 9 B « t t « r <iuAlity pro<luots o r i g i n 
Q19 1 of 1 
Count Mainland Hong Kon Taiwan Xjilan Co H. Am. & 
China q untry Europe Row 
0 1 2 3 4 5 T o t a l 
Q^  — 一 一 •一 •• I • — - * — “ — • — - — I ‘ “ “ “ “ — - - • 
0 1 1 1 1 4 
4 . 0 
• .. — — - -4 — - —寺—" _ .• -
1 1 11 27 6 ！ 11 26 62 
8 o v t . u n i t s ！ • 8 2 . 0 
2 2 2 j 4 8 
••署•• . I — ‘ - - _ — — • ‘ 
3 1 3 1 1 6 
O t h T S [ _ _J J «.0 
column 2 12 31 12 12 31 100 
T o t a l 2 . 0 1 2 . 0 3 1 . 0 1 2 . 0 1 2 . 0 3 1 . 0 1 0 0 . 0 
Number o f M i s s i n g O b s e r v a t i o n s : 0 
Q5 M o n t h l y S a l a r y by Q19 B a t t e r q u a l i t y p r o d u c t s o r i g i n 
Q 1 9 Pag® 1 o f 1 
Count 
M a i n l a n d Hon? Kon Ta iwan X s i a n Co H . Am. & 
Ch ina g untry Europe Row 
0 1 2 3 I 4 5 T o t a l 
j 
1 1 1 I 5 P 
Below 500BMB 7 . 0 
2 2 10 27 9 11 1 9 78 
501-1,OOORMB j 78.0 
3 1 2 1 I 1 5 10 
1001-2000BMB 丨 
4 1 1 1 1 3 2,001-3,OOORMB 3.0 
5 ！ ~ 1 3,001-4, OOORMB : l . � 
10 1 • 丨 1 8,001-9,OOORMB ‘ 1.� 
Column 2 12 31 12 12 31 100 
T o t a l 2 . 0 1 2 . 0 3 X . 0 1 2 . 0 1 2 . 0 3 1 . 0 1 0 0 . 0 
Number o f M i s s i n g O b s e r v a t i o n s : 0 
Q6 T e l e p h o n e a t Home b y Q19 B e t t e r q u a l i t y products o r i g i n 
Q19 Pag* 1 of 1 
Count 
M a i n l a n d Hon? Kon Taiwan A s i a n Co H . Am. t 
Ch ina g untry Burop« Row 
0 1 2 3 i 4 5 T o t a l ’ 
0 1 , 1 i 1.° 
1 10 19 10 8 23 70 
2 X 2 12 2 i 4 8 2 9 
No I 2 9 . 0 
Column 2 12 31 12 12 31 1 00 
T o t a l 2 . 0 1 2 . 0 3 1 . 0 1 2 . 0 1 2 . 0 3 1 . 0 1 0 0 . 0 
Numbaz ot M i s s i n g O b s e r v a t i o n s : 0 
7 6 - 3 6 
Q7 Kcc. by gX9 B«tt«r q u a l i t y products or ig in 
Q19 Pagtt 1 of 1 
Count 
Mainland Kony Kon Taiwan Xs ian Co K. Am. L 
China q untry Europe Row 
0 1 2 3 4 5 Total 
们 0 1 1 
1.0 
— — - — —一 .. — _•• ” • • ••• — -' • ‘ 
1 2 4 3 1 3 13 
privat«-a«med 1 3 . 0 
- . ^ . . — — - — — • • -. — — - • • — — — — • •‘ ‘ - - 一 - ‘ ‘ • 
2 e 2 1 4 15 
r«nt«d .0 
3 1 7 7 1 8 13 37 
hostel 3 7 • 0 
4 3 X2 6 2 11 34 
stay w ith parent , ^ ^ . O 
一 Column 2 12 31 12 12 31 100 
Total 2 . 0 1 2 . 0 3 1 . 0 1 2 . 0 1 2 . 0 3 1 . 0 1 0 0 . 0 
Kumber of M iss ing Observations : 0 
Q23 by Q19 Better q u a l i t y products origin 
Q 1 9 Page 1 of 1 
Count 
Mainland Hong Kon Taiwan As ian Co N . Am. & 
China g untry Europe R o h 
0 1 2 3 4 5 Total Q23 ； 
1 1 2 4 3 3 3 16 
E l e c t r i c a l 0 
2 1 4 5 10 20 
Jewellery 2 0 . 0 
3 1 4 4 5 3 7 24 
C o s M t i c 2 4 . 0 
4 5 19 4 1 X I 40 
Fashion •0 
Column 2 12 31 12 12 31 100 
Total 2 . 0 1 2 . 0 3 1 . 0 1 2 . 0 1 2 . 0 3 1 . 0 1 0 0 . 0 
Number of H i s s i n g Observations : 0 
I 
7 6 - 3 7 
01 by Q20 You hmlimvm a(lv«rti3«aMixit w i l l provide 
Q20 X ot X 
Count 
Prod, kn Choice Prod, qu Zncr«as« Ent t t r ta l 
otcl«<lO« a l l t y pr ic« tunmnt Row 
0 X 2 3 4 5 Total 
Q^ — —- —— • 0 1 1 2 2 . 0 
, , , — - — • - - 一 — — — • • - 一 
1 1 27 11 16 2 6 63 
20-29 
, - • - ,. I I I — —- • - • —-— — • — — — -- — ~ • 
2 1 11 3 7 1 1 24 30-39 24.0 
3 4 2 2 1 9 40-49 9-0 
4 1 1 50-59 1-0 
"* , , . . 一- I., — — — ,, — 一 
5 
above 60 1 • ° 
• column 2 43 17 25 4 9 100 
Total 2 . 0 4 3 . 0 1 7 . 0 2 5 . 0 4 . 0 9 . 0 1 0 0 . 0 
MoabAT of Missing Observations : 0 
Q2 E.Ii«vel by Q20 You bel leva advertisament vrill provid® 
Q20 Pag® 1 of 1 
Count 
Prod, kn Cholc* Prod, qu Incr«as« Ent«rtai 
owledge a l i t y pr ice nment Row 
0 1 2 3 4 5 Total 
0 1 1 1.0 
！ 1 1 1 
Primary 1 . ° 
2 1 35 12 15 2 a 73 
Secondary 7 3 . 0 
3 3 2 6 1 12 
Post-Secondary •0 
4 1 2 ~ 1 3 7 
C o l l e g « / n n i v . 
5 1 1 1 1 4 
Qradoata Sch. 4.0 
6 2 2 
Others 2 . 0 
column 2 43 17 25 4 9 100 
Total 2 . 0 4 3 . 0 1 7 . 0 2 5 . 0 4 . 0 9 . 0 1 0 0 . 0 
l^uxaber o f Missing Obsarvatlons : 0 
Q3 s «x by Q20 You b « l i e v * advertisement w i l l provide 
Q20 Pag® 1 of 1 
Count 
Prod, ks Cholc* Prod, qn Increas* Entertai 
owledg* a l i t y pr ice nment Row 
0 1 2 3 4 5 Total 
Q3 ._•_••_ 一 . . -一— ——— 
0 - 1 1 2 
2 . 0 
1 1 11 4 8 2 1 27 
Mai卷 27 . 0 
2 32 12 17 2 8 71 
r«mal* 71.0 
Column 2 43 17 25 4 9 100 
Total 2 . 0 4 3 . 0 1 7 . 0 2 5 . 0 4 . 0 9 . 0 1 0 0 . 0 
Mumbci： o f M i s s i n g O b s e r v a t i o n s : 0 
， • 7 6 - 3 8 
Q4 Bmploy^d b y ： b y Q20 Yoa b « l i « v « mdsfmrti»mnmnt w i l l p r o v i d e 
Q20 P滙1 of 1 
Count 
Prod , kn C h o i c « Prod , qu I n c r « a s « K n t « r t a l 
aKl«<lg« ality prlc« nnmnt IUtk 
• 0 1 2 3 4 5 T o t a l 
Q4 - — • -
0 1 2 1 4 
4 . 0 
1 1 38 13 18 4 8 82 
Oovt . u n i t s _ ° 
2 1 2 4 1 8 
JV/«nt«rpris«s ® • ° 
•--• '•‘ — . . , —• - 一 -- . — » 
3 2 1 3 6 
O t h e r s -
J , . . . 一 ._」 ., I -I. — — — - — - ^ 
column 2 43 17 2 5 4 9 100 
T o t a l 2 . 0 4 3 . 0 1 7 . 0 2 5 . 0 4 . 0 9 . 0 1 0 0 . 0 
Number' o f M i s s i n g O b s e r v a t i o n s : 0 
Q5 M o n t h l y S a l a r y b y Q20 lou b e l i e v e a d v e r t i s e m e n t >fill p r o v i d e 
Q20 1 of 1 
Count 
Prod, kn C h o i c e Prod , qu I n c r e a s e E n t e r t a i 
w l e d g 鲁 a l i t y p r i c e ninent Row 
0 1 2 3 I 4 5 T o t a l 
Q5 ^ 
1 1 1 2 3 7 
Below 500RMB 7 . 0 
2 1 38 13 17 4 5 78 
501-1 ,OOORMB 
3 1 2 2 4 1 10 
1001-2000BMB 
4 1 2 i 3 
2 , 0 0 1 - 3 , O O O R M B 3 . 0 
5 1 i 1 
3,001-4,000BMB j 1-0 
10 1 I 1 
8 , 0 0 1 - 9 , O O O R M B ! 1 . 。 
column 2 43 17 25 4 9 1 00 
T o t a l 2 . 0 4 3 . 0 1 7 . 0 2 5 . 0 4 . 0 9 . 0 1 0 0 . 0 
Nttiab®r o f M i s s i n g O b s « r v a t i o n s : 0 
Q6 T e l e p h o n e a t Home b y Q20 You b e l i « v « a d v e r t i s e m e n t d l p r o v i d e 
Q20 1 of 1 
Count 
Prod , kn C h o i c * Prod , qu l n c r « a s « E n t e r t a i 
ovrledg* a l i t y p r i c e mnent Row 
0 1 2 3 4 5 T o t a l 
0 1 1 
1 . 0 
1 1 32 1 1 17 2 7 70 
Xes 7 0 . 0 
2 1 11 5 8 2 2 2 9 
No 2 9 . 0 
Column 2 43 17 2 5 4 9 100 
T o t a l 2 . 0 4 3 . 0 1 7 . 0 2 5 . 0 4 . 0 9 . 0 1 0 0 . 0 
number o f M i s s i n g O b s e r v a t i o n s : 0 
1 
Q7 Xcc. b y Q20 You b « X i « v « 梟<lv«tia*m»iit will p r o v i d e 7 6 - 3 9 
Q20 Pag« 1 of 1 
Count 
Prod , kn C h o i c * Prod , qu Z n c r « a s « K n t « r t a i 
owl^dgtt a l i t y p r i c « niMnt Row 
0 1 2 3 4 5 T o t a l 
Q7 . . - - . 一 •.一- • 一 . — — ‘ — — -
0 1 1 
1 . 0 
- • • 一 _ . • I ——.. - • … • I..-- — — — — - ‘ ~~ 
1 1 4 2 5 1 13 
pr iva t • -owMd . 0 
. _ 一 - . . . 一_ --— — — • - — — — - 書~•—— — ‘ • • —•…-—一 
2 6 6 3 15 
r«nt«d IS.O 
.. . — — 一 . •.—• — • — - — - - — • — - 一 — • - — - • 一 — - • 
3 1 19 8 4 3 2 37 
h o s t e l 3 7 . 0 
— - - - - 一 一 一 一 一 一 • - . ’ 一 - _ • • _ _ — •丨••• , • - . 一 - 一 一 ‘ -
4 14 6 10 1 3 34 
s t a y w i t h p a r e n t 3 4 . 0 
• , ... L. — 丄 一 — — I • --J一 ——- • 1 — - .一 i. — 
Column 2 43 17 25 4 9 100 
- T o t a l 2 . 0 4 3 . 0 1 7 . 0 2 5 . 0 4 . 0 9 . 0 1 0 0 . 0 
Humbar of M i s s i n g O b s e r v a t i o n s : 0 
Q23 b y Q20 you b e l i e v * a d v e r t i s e m e n t w i l l p r o v i d e 
Q20 Page 1 o f 1 
Count 
Prod , kn C h o i c e Prod , qu I n c r e a s e B n t e r t a i 
owlcdge a l i t y pric着 nment Row 
0 1 2 3 4 5 T o t a l 
1 1 7 1 6 1 16 
E l e c t r i c a l 
2 7 3 3 2 5 20 
J e w e l l e r y 2 0 . 0 
3 1 I 10 3 8 1 I 1 2 4 
Cosmetic ! 2 4 . 0 
4 1 9 ' 10 8 3 40 
Fashion " . 。 
Column 2 43 17 2 5 4 9 1 00 
T o t a l 2 . 0 4 3 . 0 1 7 . 0 2 5 . 0 4 . 0 9 . 0 1 0 0 . 0 
Number o f M i s s i n g O b s e r v a t i o n s : 0 
1 
‘ 7 6 - 4 0 
Q1 Ajg翁 by Q21 Most f a v o u r i t e purchAfl* M t h o d 
Q21 Paq* 1 of X 
Count 
D i r e c t M M a l l o r d Shop at Phon« or 
a l M cr <l«pt. St d«r Row 
0 1 2 3 4 T o t a l 
Q , .. - 一 — . •看 • — - -—• - —- — 0 1 1 2 . . 
2 . 0 
1 2 4 55 2 63 
2 0 - 2 9 « 3 . 0 
2 2 19 3 24 
30-39 2 4 . 0 
3 1 1 7 1 9 40-49 9.0 
4 X 1 50-59 1.0 
- • 5 1 . 1 
a b o v « 60 i O 
Column 2 9 1 82 6 100 
T o t a l 2 . 0 9 . 0 1 . 0 8 2 . 0 6 . 0 1 0 0 . 0 
Humbor o f M i s s i n g O b s e r v a t i o n s : 0 
Q2 E . L e v e l b y Q21 Most f a v o u r i t e p u r c h a s e method 
Q 2 1 Page 1 o f 1 
Count 
D i r e c t s M a i l o r d Shop at Phon« or 
alfts e r d e p t . s t dex Rem 
0 1 2 I 3 I 4 T o t a l Q2 1 i 
0 1 I 1 I I 1.0 
1 1 ！ ^ 1 
Pr imary 1 
i 1 
2 1 4 1 I 6 1 i 6 7 3 S«con<lary | j J 73.0 
3 2 j 10 12 Post-Saeondary | 12.0 
4 2 丨 5 I 7 College/tmiv. I ！ 7.0 
5 4 4 
G r a d u a t e S c h . 4 . 0 
6 ^ 2 2 Others 2.0 
Column 2 9 1 82 6 1 00 
T o t a l 2 . 0 9 . 0 1 . 0 8 2 . 0 6 . 0 1 0 0 . 0 
^^unbex o f M i s s i n g O b s e r v a t i o n s : 0 
53 S e x b y Q21 Most f a v o u r i t ® p u r c h a s e method 
Q21 Page 1 of 1 
Count 
D i r e c t s M a l l o r d Shop a t Phon« or 
a l « s ttr d e p t . s t der Row 
0 1 2 3 4 T o t a l Q3 — . -I . •• -•' - - — •• • — I ‘ ‘ — - — 
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APPENDIX 20 
CONSOLIDATED RESULTS OF INTERVIEWS 
OF ZHUHAI DEPARTMENT STORE . 
Interview with the General Manager 
Zhuhai Department Store 
Date : 13/12/94 
Place : Zhuhai Department Store 
Interviewee : Ms. Zhang Miao Ran - General Manager, Zhuhai 
Department Store Group Co. Ltd. 
張妙然總經理 -珠海市百貨(集團)有限公司 
- Zhuhai Department Store had been established for 38 years and had been on the 
present site for 2 years. 
- The sales turnover were as follow : 
93 - RMB 1.13 billion (earnings before tax) 
94 - RMB 1.2 billion (earnings before tax) 
RMB 1.05 billion (earnings after tax) 
- In the past, the spending power had been on middle lower level. 
At present, middle end products were the most favourite items. The present 
spending power in China is still relatively low. 
- The future trend will depend on the macroenvironment of China's economic 
development. 
- The strategy of the department store had to follow the spirits and directions agreed 
at the country's party meeting. The growth rate should be developed in 
consideration of the benefits of the country. 
- The Company objective was to stress Unification(團結),Development(開拓)， 
Achievement(求實)，and Commitment(奉獻).For organizational management, it 
concentrated on training in order to provide quality services for customers. 
1 
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- The strategy would include promotion of corporate identity to emphasize the 
popularity and consolidation power of the Corporation. Zhuhai Department Store 
has been assigned as one of the，test units for modernized corporate system of 
China's economic development policy'.(現代企業制度試點單位） 
- At present the store had 40% imported merchandise and 60% locally manufactured 
merchandise. 
“ - Consumers tend to perceive the imported goods to have superior quality. However 
locally manufactured goods can provide better after sales service. 
- . S i n c e inflation in China had been quite high in the past year, control to stabilize the 
price of product was important. Excessive profit was discouraged by the 
government. Growth of sales had to be in balance with inflation of the economy. 
- Retail business was closely related to advertising and marketing. Most common 
promotion method included advertisement in newspaper, TV, signboxes in the 
streets and video screen. 
- The promotion strategy of Zhuhai Department Store include own advertising agency 
a^subsidiary of the corporation, live broadcast radio station in the department store 
(商業直播室)，exhibitions and sales promotion at the atrium court. Zhuhai 
Department Store was a shopping centre as well as an exhibition and cultural centre 
for Zhuhai. 
- Zhuhai Department Store stressed culture of retailing which aimed at a combination 
of economic benefit and cultural benefit. The organizational structure of the 
Corporation had taken this in consideration which provided training on business 
ethics，corporate culture and consumer's rights to its 1,800 employees. 




CONSOLIDATED RESULTS OF INTERVIEWS 
OF ZHUHAI DEPARTMENT STORE 
Interview with the Department Heads 
Zhuhai Department Store 
Date of interview : 27/2/95 
Place Zhuhai Department Store 
Interviewee Domestic Electrical Appliance Department 1 Manager 
Watch & Jewellery Department 1 Manager 
Cosmetics & Household Products Department 1 Manager 
Fashion Department 1 Manager 
Questions 
Pre-purchase Behaviour 
1. Where do Zhuhai consumers usually shop? 
2. What Are the determining factor for the choice of shop? 
3. How much do the following factors affect the consumers? 
a. Advertisement and other promotion activities 
b. Packaging of the product 
c. Brand name of the product 
During purchase Behaviour 
1. What is the sales statistics of your department for the past three years? 
2. What is the sales and promotion strategy for new product? What is the result and 
supporting statistics? 
3. What role does sales service play during purchase? 
4. What is the most common payment method? 




1. What kind of after sales service do Zhuhai Department Store provide? 
2. How do you see the competition and future trend of sales and consumer behaviour 
for Zhuhai? 
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Interview with Department Head of Zhuhai Department Store 
Interviewee : Mr. Chung - Department Manager, 
Domestic Electrical Appliance Department 
鐘 平 經 理 - 家 電 部 • 
Pre-purchase 
‘ - Most of the imported products are more expensive. However there is a growing 
tendency that some locally manufactured products are becoming more expensive 
than the imported goods. 
- Majority of consumers will come to Zhuhai Department Store for purchase of 
electrical appliance since it is a guarantee of quality. Yet some independent stores 
will sell at a cheaper price of RMB 200-300 less for big items. 
- For big items and luxurious items, consumers will prefer to choose brand name 
product since electrical appliance will be used for a long time. For small items of 
RMB 500-600 in value, consumers basically do not need to choose but seek for style 
only. 
- Advertisement is made through TV and newspaper and is particularly effective for 
middle end products lower than RMB500. Consumers are not easy to be influenced 
on high end products. 
- Consumers are very choosy about packaging and style for middle to low end 
products. 
During Purchase 
- The sales turnover is divided by 60% of retail and 40% for wholesale. For the past 
three years, the growth of sales turnover of the department has been 50% over the 
group's performance. For 1993, the retail sales volume has reached RMB 50 million 
while for 1994, it has reached RMB 60 million. 
- For introduction of new product, the manufacturer usually use press release and 
media for promotion. Promotion for low to middle end products are necessary 
provided that the quality of these products can be matched. 
- The most favourite items are TV, air conditioner. Hi-fi and washing machine. For 
small items, rice cooker of RMB 800 to over 1,000 sell well. 
- Majority of payment method is by cash. Credit card is a good payment method but 
better telephone network at the sales counters is needed for smooth operation. 
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Post-Purchase 
- After sales service include guarantee return of defective products, regular guarantee 
for 1 year, repair service and even guarantee maintenance of 1 year for imported 
products. 
- Sales service include delivery and installation for the consumers. 
- The future trend lies in TV, air conditioner and Hi-fi. The overall strategy for 1995 
will be emphasized on the competitive price of the market. The net profit for the 
year is not expected to be tremendous. 
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Interview with Department Head of Zhuhai Department Store 
Interviewee : Mr. Ng Siu Wah - Department Manager, Cosmetics & 
Household Products Department 
吳少蒂經理 - 日化部 
Pre-Purchase 
- For more common products，consumers will go to grocery store. For higher end 
products, big retail shopping mall or department store are the preferred choice. For 
brand name products such as P&G, consumers can get them from almost anywhere. 
Household products are more competitive than other products. 
- The determining factors when consumers purchase are : 
a. brand name of the product 
b. high end product 
c. confidence level of the product 
d. genuity of the product e.g. unified products for P&G in Zhuhai. 
- For consumers with middle to high income level, brand name is the determining 
factor. For consumers with lower income level, price is more important. 
- Advertisement are very important for building up brand name 
e.g. Shampoo - P&G, Kao 
Cosmetics - Mermaid (Ta iwan)-台灣美人魚 
Local made low end product -風花，天麗 
- Packaging of the product is also important. 
During Purchase 
- Sales volume ratio for household product are 54% for retail and 46% for wholesale. 
- There is 16% increase in sales volume from 1992 to 1993. For 1993，sales volume 
for the department was RMB 34 million. While for 1994, it increases to RMB 43 
million. 
- For introduction of new product, the following promotion strategies are used : 
a. press release * 
b. seminars 
c. TV and radio 
d. lucky draw 
It is believed that promotion can change the consumer's brand loyalty. 
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- For promotion of cosmetics, exhibitions are normally organized with special 
discount to beauty and skincare consultants. Otherwise, the price for skin care 
product are usually fixed. 
- Sales service has high commercial value. Sales person can help in convincing the 
consumers, promoting the sales activities and building up confidence level of the 
consumers on the product. 
- Payment is usually by cash. 
- After sales service for cosmetics and household products include return of defective 
products. For serious case of side effects for skin affected by cosmetics, 
compensation might even be possible provided that causes must be investigated. 
- The future competition will still be dominated by P&G products. Brand name 
products will be popular but consumers will look for quality more. 
_ The future trend of household product is not very optimistic with increasing 
transportation cost for imported products (5% of total cost). Marginal profit is 
decreasing and manufacturers are forced to lower the basic production cost in order 
to stay competitive. Retail sales value is expected to increase while wholesale 
volume will drop. 
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Interview with Department Head of Zhuhai Department Store 




‘ - There are four types of shops consumers go to in Zhuhai: 
a. Duty Fee Shopping Centre - for imported goods. 
b. Zhuhai Department Store - for both high end imported goods and middle 
range locally produced products. 
c. Yue Hwa Department Store - for middle to low end local products and 
initiated products. 
d. Night Market / hawkers' store 
- When consumers look for high end quality products, they will usually go to Duty 
Free Shopping Centre or Zhuhai Department Store or other specialty stores. They 
are the ones with high income level. However, most consumers do not emphasize 
the popularity of the brand. 
- Most peasant workers can afford lower to middle-low end clothings only. 
- Majority of the female are conservative while only a small percentage who work in 
the business field are more open minded towards fashion. Zhuhai Department Store . 
has Clothing City (S艮裝城）for the adults and Fashion City (時裝城）for teenagers 
and young people. 
- Advertisement especially for TV commercials during golden hours are very 
important because people will perceive the brand being popular and famous. 
- Packaging and logos are important for brand. 
- Brand name is very important to build up the confidence level of the consumers e.g. 
Montague, Pierre Cardin，Texwood Apple and Goldlion are viewed as famous brand 
names. 
- Yet female fashion are more related to colour, style and selling technique since 
female have less knowledge about brand name. 
- On the contrary, since Chinese society are still male dominated at present and men 
are more conscious of social status, they pay more attention to brand name. 
During Purchase 
_ For introduction of new product, the manufacturer will provide the promotion 
materials and share the expense. Promotion strategy includes 
86 
a., TV commercials especially in Chinese channels ofH.K. TV stations during 
golden hours. 
b. newspaper advertisement in Zhuhai Bai Huo Shang boa (珠海百；H商報)， 
a monthly newspaper published by Zhuhai Department Store. Newspaper 
advertisement is considered less effective than TV commercials. 
c. Live radio broadcast from Zhuhai Department Store. 
d. Promotion activities in Central Court of the Department Store. 
- Price Strategy of 20% discount had been tried out on new product but it showed no 
- effect on the sales statistics. Instead consumers thought that the product might be of 
inferior quality for selling at a lower price. 
- Consumers are divided into three types 
a. hesitated consumers - sales person will play a role in stimulating and 
directing them. Success rate is more than 80%. 
b. decisive consumers - they are active and sales person will have no 
influence or simply do not need to influence them. 
c. shopper consumers - they will 'shop' around to check out price and choice 
of products. If the sales person can provide good services 
they will have more inclination to buy. 
- Most of the retails are by cash payment while wholesaler will have credits for 
payment. 
Post-Purchase 
- For after sales services, Zhuhai Department Store provides free alteration service (in 
half an hour!) For defective product, 100% return guaranteed. If products are 
damaged due to lack of information on maintenance e.g. dry cleaning, the consumers 
will be refunded with deduction of a few percent. 
- Sales prediction is done by consideration of manufacturers' information, customer's 
opinion and self judgement. Strategic decision are usually made by managers bi-
annually. At present, sales volume are equally divided by imported branded products 
and locally manufactured products. However the future still belongs to the Mainland 
CWna's products. The lower to middle end products will dominate the mass market. 
_ Zhuhai Department Store has no intention to create its own branded products since 
the market is not matured. 
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Interview with Department Head of Zhuhai Department Store 
I' 
Interviewee : Mr. Leung - Department Manager, 
Watch & Jewellery Department 
梁 錦 明 經 理 . - 鐘 糖 部 
Pre-purchase 
- Consumers perceive brand name of watches as follows : 
a. high end - over RMB 10,000 e.g. Rolex 
b. middle price - RMB 400-500 e.g. Titus, Tudor etc. 
- Advertisement help the actual sales volume. 
. - Imported materials and jewellery are considered as high end products. 
« 
During purchase 
- Sales figure increases almost 20% each year. In 1994，sales turnover reaches RMB 
10 million. 
- Sales strategy had been applied during last year end with 10%-50% discount and 
was promoted through radio and newspaper. Sales turned out to the best of the 
year with sales figure are RMB 1 million for the month of December. 
- Sales person can stimulate the purchase process since many consumers are shopping 
around. 
- Payment method is majority by cash. Payment by instalment is not ready in China 
since terms and method of payment are difficult to define and most important of all, 
it is difficult to guarantee the customer's income consistency. 
_ Advertisement depends on different brand. Seiko does not have much advertisement 
while Rado is very successful especially in the northern region of China. 
Post-Purchase 
- Customer satisfaction is emphasized. After sales service include product guarantee 
for half a year and return of product if found unsatisfactory. 
- Competition in the future market is tough. Watch market in China is matured with 
surplus supply. The competition will lead to closing down of some factories / 
manufacturers. In 1995, watch and jewellery department need to be systemized. 
Products will be categorized to differentiate high end from middle end. Low end 
products will be developed to become middle end products. 
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APPENDIX 22 
CONSOLIDATED RESULTS OF INTERVIEWS 
OF ZHUHAI DEPARTMENT STORE 
Interview with Sales persons 
Zhuhai Department Store 
Date of interview: 12/2/95 
Place . : Zhuhai Department Store 
Respondents 10 
Interviewee : - Electrical Appliance Department 1 sales supervisor 1 sales person 
-Watch & Jewellery Department 1 sales supervisor 1 sales person 
-Cosmetics & Household Department 1 sales supervisor 1 sales person 
-Fashion 3 sales person 
Questions 
1. Whom would consumers consult when they purchase : 
a. Sales person 
b. Friends/relatives that shop with them. 
c. Other customers in the shop. 
2. What is the consumers' determining factor during their purchase : 
a. Location of display counter. 
b. Decoration of display counter. 
c. Display method of counter. 
d. Popularity of the brand name. 
e. Comments for relatives/friends. 
f. Place of origin. 







4. What would the consumers do if he found the product they purchased is 
unsatisfactory: 
a. Would not complain but change to other brand name next time. 
b. Tell others not to buy the product. 
c. Complain to the government Authority. 
d. Demand to change the product in the shop. 
5. What would be the determining factor for a product's success : 
a. Quality 
‘ b. Promotion effort 
c. Price 
d. Accessibility 
e. Others, please specific 
6. What is the most favourite product of your department? 
7. Do you think discount sales is effective? 
8. Please specify the three most best selling branded product of your department. 
9. What would be the determining factor for a product's success? 
10. Which country do you think produce better quality products? 
11. You believe advertisement will 
a. provide consumer with knowledge of the product. 
b. Give consumer information in choosing the right product. 
c. Give consumer information on product quality. 
d. Increase the price of the product. 
e. Give consumer entertainment only. Could not use it as guideline. 
12. Which of the following purchase method do consumer likes most: 
a. Direct sales 
b. Mail order 
c. Shop at department store / specialty store etc. 
d. Phone order 
e. Others, please specify 
13. The best method to introduce a new method is to : 
a. Display the product in a new booth in the shop 
b. Commercial in the TV. 
c. Poster and advertisement in the street. 
d. Advertise in the newspaper. 
e. Invite famous person/celebrity to introduce the product. 
1 
(JO 
Sales Person Interviews Results 
- Sales person is important as source of consultation during purchase. 
- Brand name has important role in pre-purchase decision. Display or package and 
shop interior plays an insignificant role only. 
- Quality is regarded as a major factor to the success of a product, however, 
customers complain more of product quality than package or service etc. 
- When customers are dissatisfied with the product，they tend to request for a change 
than keeping silent or passive. 
- Other factors to the success of customer product include advertisement and pricing. 
- Hot items for electric appliances are rice cooker, cooker hood, washing machine and 
most surprisingly sterilizer. 
- It is interesting to note that in the opinion of sales person, the best selling items are 
made in China, Hong Kong and Taiwan. It either implies local brands are very 
competitive or western brands are still new to the market and have large room for 
expansion. The four most popular brands of rice cooker are all made in China(樂 
寶、容聲、稀貴、康寶 ) .The Japanese rice cookers which have been very popular 
are losing their market. 
8. Consistency in quality, popularity and good style are viewed as the main factors of 
the success of these brands. 
9. Most customers consider advertisement a means to know more about the brand only 
but not related to understanding of quality. 
10. TV advertisement is considered the best promotion tool for new products. In-store 
demonstration can give customers confidence level and arrange emotional buying. 
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CONSOLIDATED RESULTS OF INTERVIEW WITH EXPERTISE 
OF HONG KONG COMMERCIAL AND ACADEMIC FIELDS 
Questions 
1 • In China retail market, does consumer behaviour mould the market or does the 
market mould the consumer behaviour? 
2. How would you describe the existing trend of consumer behaviour in a mid-sized 
city in China? (e.g. with Zhuhai of population 0.57 million) 
e.g. - the type of product desired 
- the determining factor affecting the choice of product etc. 
3. What role does advertising and promotion play in affecting consumer's choice? 
4. What could marketer do more to affect the consumer behaviour? 
5. What will be the trend of consumer behaviour in the next three years in China? 
Interview No.l 
Date ： 25/4/95 
Place : BSC German Home Appliances (HK) Ltd. Office, Hong Kong. 
Interviewee : Mr. Ingbert SchJeicher _ Marketing Manager, BSG German Home 
Appliances (HK) Ltd. 
Mr. Edmund So _ Manager, BSG German Home Appliances (HK) Ltd. 
1 
‘ D u r i n g Chinese economic development in the past years. Government's 
influence on consumer products has been gradually relaxed and the choice has been left in 
the hands of individual consumers. It is a natural development that when the basic needs 
are met, consumers will look for higher standard of living and hence will demand more 
luxury goods. Since the opening of China market to the outside world, consumers are able 
- t o expose to what is available in the market. Therefore there is actually no need to have 
the product in the Chinese market first in order to create the need. In summary, consumer 
behaviour mould the market in China retail market. 
The existing trend of consumer behaviour in mid-sited cities in China varies a 
lot according to their geographic location and demographic situation. Ifrefering to Zhuhai, 
the influence of general trend of China is not so big on Zhuhai. Since Zhuhai is one of the 
coastal cities under economic reform and it is closer to Hong Kong，import of foreign 
goods are much easier than other cities. Hence the demand onproduct quality and brand 
name should be higher. Statistically, sales volume of Siemens washing machines are 
much higher in coastal cities than in other cities. 
It is no doubt that advertising is a very important marketing tool. Siemens rely 
on promotion by advertising firm to lead the compaign. The messages in advertising are 
simple and stress German technology. Siemens emphasize less on exhibitions which are 
very costly, too frequent and have little exposure to mass retail markets. 
Siemens as a marketer can not do much at present because lack of budget. 
However if budget is available，upscale market promotion is prefered but should be simple 
(e.g. only promoting single product like washing machine) and effective to create a market 
trend. At present, Siemens rely on its advertising agency to conduct a survey to 
determine the factor for success. It is revealed that if Chinese have money, they do favour 
European washing machine (i.e. imported or joint venture product). Chinese do not just 
judge by rational reasons (e.g. reliability or value for money) but rather view household 
appliances more of prestige products. 
For the product strategy, Siemens have entered into local joint venture with 
local manufacturer to produce drum type washing machine. There has been a survey 
which rcyeals that in Beijing, customers earning RMB 2,500 per month are already willing 
to buy European washing machines. The purchase is more of an investment decision. 
China would still need a long time to be at the same level as in Hong Kong which has 50% 
in volume and 70% in value for European washing machine market. However the trend of 
acceptance of European washing machine has already favoured Siemens' development in 
China. 
The trend of consumer behaviour behaviour for household appliances has 
already changed in the past two years. In terms of sales, there are much more European 
washing machines of premium brand in Chinese department stores. Zanussi and Whirlpool 
are equally doing well. Last year, out of 8 million sales units in China, 500,000 units are 
European washing machines. For the next three to four years, the total sales is expected 
to grow to 10 million units and hopefully, European brands will have 20% in sales volume. 
This growth rate would be even faster but further growth will require more time than those 




, P l a c e Chinese Arts & Crafts (HK) Ltd. Office 
Interviewee Mr. Sidney Lee - Director, Chinese Arts & Crafts (HK) Ltd. 
. The consumer behaviour vaiy a lot in different cities. Each city is affected 
by its own history and culture. The northern cities like Harbin are less developed and 
people's lives are more simple and straight-forward. For Shanghai, since people are more 
educated and have better chance to expose to the outside world, they are more defensive. 
One good example is that shanghainese are suspicious and skeptical about product on sale. 
In Shengzhen，since it is developed at a much earlier stage, people are mostly, 
opportunitists. On the other hand, consumer behaviour is also affected by the information 
available. Shanghai can easily assess to information from Hong Kong, Taiwan and have 
English newspaper or Star TV, whereas Harbin is more remoted hence the acceptance 
level to new products is relatively low. 
In China retail market, consumer behaviour moulds the market based on three 
aspects. From government point of view, Chinese government wish Chinese people to 
change in terms of consumer behaviour. Hence competition by creating new needs is the 
best way. Secondly, businessmen have tried very hard to adapt to the growing and 
changing needs and wants of the consumers. Lastly, the desire of customers like the 
Shanghainese to become the leader of China modernization and reform have created 
unique consumer behaviour that have strong influence on the market. 
The existing trend of consumer behaviour in Zhuhai is under the influence of 
Hong Kong. Customers are exposed to brand names and what is popular in Hong Kong 
through TV from Hong Kong. For product promotion, it is better to use HK TV as the 
media. Newspaper advertisement is less effective. 
% 
Advertising through government TV station is common. The existing trend is 
also influenced by the mass consumers who can only afford local made products. 99% of 
market share belong to the local made products. However, imported product and brand 
names have attracted a lot of consumers to watch. 
- Advertising can create brand names, e.g. Pierre Cardin, Goldlion etc. For 
example, Goldion has used a lot of money on advertisement like TV, light boxes and sign 
boards on the streets to naming of the buildings. 
Basically consumers are divided into these categories. The workers and 
peasants who come from the lower class can only afford to buy daily necessities. They are 
price conscious. They treat shopping in department store as an entertainment to kill time 
only. The executives and private business owners belong to the upper class which is 
estimated to have 30 million in China. They could afford more luxury goods which are 
often accompanied by better image and services. The third category belongs to the 
institutional consumers which are unique in China. They represent the companies or 
government institutions to purchase daily commodities or gifts. They have no price 
concept and would purchase brand name products or those products which can offer 
benefits for themselves. 
The future trend of consumer behaviour will be affected by the education 
background, income level and mass media. Three years is too short to change the 
consumer behaviour for a mid-sized city. For the next 10 years, the retail market in 





Place Telephone interview 
Interviewee : Professor K. C. Mun - The Chinese University of Hong Kong 
What marketers do is to adapt to consumer behaviour to stimulate their needs. 
For new markets, this is done through consumer education. For new products, it depends 
on the market niche. It also depends on the stage of the product life cycle. For old 
products, differentiation strategy has to be used for brand name, special features, 
psychological effect and pricing. 
The existing trend of consumer behaviour in Zhuhai is influenced by 
advertisement from Hong Kong. The type of product desired follows the Hong Kong 
standard. What Hong Kong consider high class and popular serves as background for 
stimulating consumer needs in Zhuhai. The determining factor affecting the choice of 
product is sales promotion which can create unique image for product and hence build up 
the memory of the consumers. 
Sales promotion is a push strategy which is considered short term. 
Sales promotion in TV can gain wider coverage. A combination of consumer 
education and push strategy can affect the mass and the society. 
The retail market is facing inflation problem in the macro-environment in the 
next three years. High interest rate and high inflation will make high end department store 
difficult to survive. The retail market will instead favour middle high end department store. 
In China, the institutional consumers will be less price conscious and will concern more of 
quality and image. The spending power will be bigger than individual consumers who will 
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